

















To create an entirely new and more versatile 
shelf displayer, | have invented a group of 
fittings that will make possible an unlimited 
number of shelf arrangements and treatments. 


The suspension is by steel cables. 116’ in 
diameter, with a tensile strength of 4500 Ibs. 
per cable. Each cable loops into a specially 
designed ball fitting for both positive control 


A eke, and simple adjustment for varying cable lengths. 





/ Entirely new metal shelf clips permit) varied 
| | uses and adjustments of the shelves in’ both 
| horizontal and angular positions. The clips 
4 are adjustable by simple set screw and a thumb 
| screw is provided for firm and positive shelf 
; —. control, Patent pending. Equipment is supplied 
—_—— - ev with or without glass shelves. Fittings are 
reasonably priced: Cable. [5e per foot in any 
length. — Ball fittings, 45¢ each. Shelf clips. 
90¢ each. 
Unit) Hlustrated Four-shelf displayer or the 
Christmas Tree shelf outfit Shelves, 12”. 18”. 


24” and 30” round elass shelves: 3 ball fittings: 
12 shelf clips: 3 six-foot cables. 


MANY THANKS FOR YOUR COURTESIES 


| wish to take this opportunity to thank our 
many friends who visited our exhibit) during 
Market Week at the Palmer House. Chicago. 
The acceptance of our line of metal and plastic 
fixtures is appreciated and particularly — the 
enthusiasm with which you received our new 





shelf displaver assembly. 
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ORIGINATORS AND MANUFACTURERS OF MODERN PLASTIC DISPLAY FIXTURES 
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\, } Make Sure ...Your Store 
has the No. I attraction 
r\ for Christmas 1949 
\ The Best Does More ...Sells More ...Cests Less 


(Warr DISneys 


INDERELEA 


COPYRIGHTED AND morecpamag wats DISNEY PRODUCTIONS 


Designed 

and planned 

to fit 

most any budget 





FOR GIFT AND FASHION PROMOTIONS 
Enthralling window settings, full of 

breath-taking beauty of individual decors 

plus strong Christmas selling power .. for 

lingerie - perfumes - slippers - jewelry - 

stockings - handkerchiefs - furs - fashions, etc 





















FOR HOME FURNISHINGS PROMOTIONS 
Television - radio-phonograph - electrical appliances - lamps - 

objets d'art - furniture - rugs become the desired 

Christmas gift, focused against magnificent settings of 

unparalleled richness and beauty, incomparable as this 

season's finest Christmas promotion 

















FOR TOY PROMOTIONS 


Thrill and delight the hearts of every youngster 
and adult with “traffic stopping” colorful, full 
action, sculptured and costumed characters with 
dramatic settings, recreating the endearing scenes 
of childhood from Walt Disney's beloved new 
motion picture ‘‘Cinderella."’ 


© 1949 W.L.S. INC. 


W. L. STENSGAARD AND ASSOCIATES, INC. 


346 NORTH JUSTINE STREET, CHICAGO 7, ILLINOIS 
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Pass This Issue Along OUR NEXT ISSUE THE COVER 


You get the most value from DISPLAY Two fine articles will help make the August number The cover illustration this month is a 
WORLD when you share it with others. See of particular interest. One concerns the unusual dis- photograph of a display by Sidney Ring at 
that it reaches other executives of your organi- play used at Gump's, fabulous store of San Francisco Saks-Fifth Avenue, New York City. The 
zation and the members of your department. . . . the other discusses in detail the recent Parisian display was featured in the choice corner 

displays based on "Les Fables de Fontaine’ .. . window at Fifth avenue and 49th street and 
0 EOI Reports on current display from leading cities and attracted much attention. . . . (Full color 
3 - a numerous other articles will be included to make this photograph by Worsinger Studios, New York 
oO next issue an outstanding one. City.) 
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Thsplay Genius 
Works Wonders in 


1 >No (ete 
‘er Ow CvUaew wi 


Everything you see in 

this splendiferous spectacle 

(inspired by Visual Merchandising’s 
great creative artists) 

has been specifically designed 

to present an infinite number 


of brilliant, practical, economical ideas 





for your Fall and Christmas displays. 
Every mannequin and fixture inthis 
dazzling phantasmagoria 


can be reproduced for your store. 


*Greatest of the Williams semi-annual shows 
now playing to capacity crowds at our showrooms 


o 


Dot Williams, president 
498 Seventh Avenue, New York 18 
MARY BROSNAN MANNEQUINS 2 
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; aladdin’s | 
lamp... | 









REPORT No. 1 
VISUAL MERCHANDISING SERIES 











This lamp is not capable of producing a genie, but it has 
produced valuable, modern display research facts! 








In an interior display test with a lamp as the subject, the Pilot 
Study in Display Research, conducted by the New York 
University School of Retailing, and sponsored by N. A. D. |. 


— revealed that a lamp displayed against a background, 
as if it were in actual use . .. stopped 16% more shoppers 


than a lamp in a raised position at right angles to the passer's 
eye ... and stopped 26% more shoppers than a lamp 
displayed on the flat surface of a table. 












This is only one of many display tacts uncovered by the 

Pilot Study .. . facts that can aid your store in increasing 

the selling power of its displays. By investing one-third of your 
store promotional dollar in good display, you can increase 


POSTPAID traffic and volume. For no other media is as effective as 
GOOD DISPLAY AT THE POINT OF PURCHASE! 


order your copy today of this valuable, This cloth-bound, illustrated book 
factual, on-the-spot study of display applica- 
GIVES YOU POSITIVE PROOF! 


tion and effectiveness. It will help you make 
your display dollars produce bigger and bet- 
ter sales results The $5.00 pre-publication 
price still prevails . . . so send your order 
PROGRESSIVE 


N of DISPLAY INDUSTRIES 


Chicago II, Ill 
11 EAST WALTON PLACE, CHICAGO, ILLINOIS 
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The crystal boll of Gustave Rubner 
versatility reveals an amazingly 
new collection of Christmas 
display papers, fabrics and special 
effects. The Christmas 1949 sample 
book is abundantly varied in 
its many sparkling ideas for 
holiday display. It portends 
for every display person unlimited 
creative possibilities for the coming 
season. Get your copy of the 
Rubner Christmas Sample Book : 
today from your favorite jobber or distributor. 






Gaze at 
Trans-Lume* and 
Gem-Plaque* 
at Your Favorite 
Jobber or 
Distributor 


* Pat. Pending. 





| RUBNER 
Y/ There’s Always Something New Fic. 
ES thé, 5925 aiediadad New me oct we 
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SALES PROMOTION Thru... 
Y . é rb /, td p 


for all size stores 








MODEL MI4I! @ Capacity I4xl! inches @ Hand 
Inked @ Prints any styles of type as well as cuts in 2 
or more colors at once. 


MODEL M1422 @ Capacity 14x22 inches @ Hand 
Inked @ Good impressions @ A large machine at low 
price @ Dial Pressure Control. 





Mee 


MODEL MKI422C e@ Capacity 14x22 inches. Users 
claim 20 to 25% increase in production with this unit 
over hand inked models. 


MODEL M2228 e@ Capacity 22x28 inches @ Self-Inking 
e@ Patented Lock Steet @ Reregistration @ Lever 
pressure control @ Geared Pressure for operating ease. 


Linwe-O-Seribe 


Various Models are produced to meet the needs of every business. The Morgan Co. alone makes sign machines to fill 
every merchandising requirement. We are in a position to make recommendations without partiality to one type of 
machine. One business may need a small machine at low price that does a top quality job, while the busy signing 
department requires a combination of top quality and maximum speed. The Line-O-Scribe is most flexible with 
@ exclusive patented Dial Pressure Control @ Self-Inking @ and Reregistration. 


May we furnish our Tested Sales Promotion System and complete information? 


THE MORGAN CO., 3984 AVONDALE AVE., CHICAGO 4I 
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0 serve you better... 


now conveniently located on 
“DISPLAY ROW” 


WECTER mannikin company 


to our new larger showrooms. conven- \ 


iently located in the heart of “Display 


Row”...featuring a more complete and \ 
comprehensive line of forms and man- \ 


nikins of unmatched quality: plus im- 
proved and increased production facil- 
ities to bring vou greater values than \ 

ever before. at our new location... . * 


Send NOW For Our Big Free Catalog! \ 


DECTE 


(Mannibin company... 





1000 South Los Angeles Street ¢ Corner Olympic Blvd. ¢ Los Angeles 15, California 
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Here’s An Attractive Display 
That Fits The Modest Budget 


Frostee Sno Displays are the answer 
to your demand for attractive, eye- 
catching displays that fit a modest 
budget. For instance, the Frostee 
Sno Blocks for this display cost less 
than $20.00. Half as many Sno 
Blocks, spread out, will still create a 
striking effect 
half as much. 


but cost you only 
When you finish with 
the original display, vacuum the Sno 
Blocks to clean them up. Use them 
in another window or inside display 
to further reduce your cost. 





Blocks at 
Right now 
you can use them at their extremes 

for August fur sales or fans, bathing 
suits, drinks, or to invite 
into your air conditioned 
Frostee Sno Blocks have an 
uncanny ability that creates an illu- 


You can use Frostee Sno 


any season of the year. 


cool cus- 
tomers 


store. 


It is easy to handle and set up Frostee 
Sno Blocks. They are durable and 


big 15” x 22” x 6”. They cut 
easily into letters and decorative 
shapes. They are not messy, won't 


burn, won't mark even the most deli- 
cate materials, and they are vermin- 
proof. No display material is more 


1949 


sion of coolness as hot, tired shoppers 
look at them. You'll agree as you 
stand and look at the Frostee Sno 
Display set up in your own window to 


versatile or cheaper in the long run. 
Spend $5.00 for a small display or 
$500.00 for a huge display of Frostee 
Sno Blocks. You'll see the great 


attract customers to your store. 


Or write us for a 
free copy of the 32-page ‘'Frostee Sno 
Displays" idea book. 
create 


Call your display today. 


It shows you how to 


eye-appealing spring, 
summer, fall, Christmas and winter displays. 


low-cost, 


value of these attractive displays. 


oo 


of ACAD 
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ae ayanny DISPLAYS 
ANTIOCH, ILL. 


ray wy 
HOLIDAY DECORATIONS 
aah ate Maal hla ak heated 
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FIRST AGAIN 
WITH DISPLAY MEN 





rostee , s : : 

» onal I. s becoming a habit with those suave, 

‘y cul 

rative sophisticated Beau Monde manikins. Once 

won't 

t deli- again they “stole the show” at the recent 

‘Trmin- 

more . . 

Pieats N.A.D.I., and N.R.D.G.A. Conventions. The 

ay or . 

rostee same chic, charm and sparkle which won 

great 

ys. PARIS INSPIRED such applause at Chicago and New York will 
make Beau Monde invaluable in any 
window with a style story to tell. 

y MANIKINS WITH MAGNETISM 

inant 

RATIONS 

at bteetedtan) 


—————— 


cual korrect-way displays * Division of AMERICAN FIXTURE & MFG. CO., ST. LOUIS 3, MO. 
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* * 
* * 
Y 

ysPth 
: arried ie 
* * 
. UNANIMGUS OPINION OF ALL DISPLAY MEN WHO ATTENDED THE SHOW * 
* * 


ALLIED’S LINE ; 


* THE BEST EVER SHOWN 


- Thanks to all of you who placed their orders with us in Chicago! * 
To those of you who were unable to attend, be on the look-out 
” for our salesmen, who are headed in your direction! * 
* Be sure to see ALLIED! * 
* 
ALLIED DISPLAY MATERIALS, INC. " 
65 MADISON AVENUE e NEW YORK 16, N. Y. corner 27th St. 
* LOS ANGELES, CALIF., 219 W. 7TH STREET, HAAS BLDG. * 


+ * © © B» M HH HH HH HR KH RH HR HM Mw HH HM HM HM MH MH Hw 













THE OLD KING COLE FALL LINE IS 


HEADLINE NEWS! 


As always the best in styling, the best 
in papier mache' — and something 
new! The two display sculptures 
No. 567 and No. 568 are of Old 
King Cole's pressed plastic, King- 
ite. Formed in bronze dies, 50 
tons of pressure insures the ut- 
most in detail fidelity. 


WRITE US FOR PRICES AND ILLUSTRATIONS 


OLD KING COLE DISPLAYS, INC. 
CANTON, OHIO 
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The first important step in selling hosiery is 
good display. Fairy Forms do full justice to 
yeur finest hosiery — give maximum sales 


appeal to any hosiery. 


And the line is complete — a full selection 
for the most ellective display of any type ol 
hosiery — women's, men’s, ¢ hildren’s, juvenile, 
infants . 

Find out why the leading stores across the 
country have consistently used Fairy Forms. 
Profit by their proved record of successful 
selling. Write for free Fairy Hosiery Form 


literature and prices. 


IN CANADA: 
United Last Co. Ltd., P. O. Box 3000, Montreal, P. Q 


SHOE FORM CO. INC., AUBURN, N. Y. 
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Just ask yourself 


Who gets the Blame 
for High Prices? 


It’s over your counters that your customers shell out those high 
prices that hurt so much. They don’t pay the manufacturer. They 






can’t pay labor. They pay you! 
And so they blame you! 


You can fight this stigma, and at the same time strike a major 
blow at the inflation that threatens your entire business, when 





you advertise U. S. Security Bonds. 


Purchase of Security Bonds by your customers reduces the 
potential for credit inflation, stabilizes business, keeps money 
in your community, makes better customers for you. 





To restore the confidence of your customers in you, to demon- 
strate that you are side-by-side with them in the same battle, 
advertise and display this symbol and slogan! 


JOIN THE FIGHT AGAINST 
IGH PRICES “America’s Security is Your Security” " 






BUY security BONDS 2" 
ie 
This campaign will be nationally advertised, nationally broad- 
cast, nationally displayed. Customers will look for the slogan fp 100" 
and symbol in your advertising, in your store. | pa 
You benefit yourself and your country by making this plan She 
work. If you haven’t yet received your complete Advertising af 


and Promotion Kit, write to Retail Consultant, Advertising es 
Section, U. S. Savings Bonds Division, Treasury Department, 
Washington, D. C. 


Treasury Department acknowledges with appreciation the publication of this message by Thi 


DISPLAY WORLD ( 


Cincinnati, Ohio 




















IANT SIZE J20iaz7 
PRODUCTS 


jam 


re available in the 
PANELS 

Sheets 100” long x 1” thick 
18” wide $4.65 
20” wide $5.52 
22” wide $6.40 
24° wide $7.41 
Minimum = shipment 12 
sheets any specified width 


ASSORTED SHEETS 


(Mixed Cases) 


100” long, 1 inch thick, rang- 
ing from 16” - 24” Case 
packed to contain minimum 
of 175 Sq. Ft. $65.00 


V4 MIXED CASE 


Sheets cut 50” long, 6 sheets 


per case. Mixed widths 16” 
¥ 45 Sq. Ft. per case 
217.50 
Design Marking 
100” sheets) $ .60 
Color Marking 
100” sheets) $1.00 
TUBES 
Nested Tubes, case of 7 $12.50 
Packed as follows P 
Diameter 1s” - 16” - 14’ 


ie we 1 oe, 
Thickness—1” - 1” - 1” - I’ 
a 


No. UI. 

is is HOW 
Niami SNOW Logs 
ce shipped to you. 


following 








Sizes 


Height—12” - 12” - 12” - 12 
a = 32° = 1. 

Plus 4” solid center, 12° 
high. 


COVERS 


to match Tubes $4.50 


One each of the following 
diameter : ja" « 16" - 1 
tT -wW.-¢ All 
| inch thick. 

WREATHS 
Full case of 40 Nested =13.50 
Diameter i. es 
8” 


Width—2” - 14%” -1” - 1” 


Quantity—8 - 8 - 12 - 12. 

Also available in haif case 
le’s, same size diameter 
vidth and depth 12 quan- 


size per case &7.C0. 


LETTERS 


tity each 


Height) Thickness List Price 
4 ] 16 
5 1 18 
7 I 26 
6 l 23 
6 1 35 
6 2 42 
8 1 .38 
8 l +4 
& 2 70 

2 78 
$ 9 




















bring you 


AMAZING RESULTS 


thru TRIPLE COVERAGE 


swe — 


Make CLEAN, ATTRACTIVE DISPLAYS 
with 


Miami 


TIME 
—~__ LABOR 
MONEY 


MAXIMUM EYE-APPEAL 


not only does it stop customers dead 
but you get it at 


is in a class by itself 
in their tracks, pulling them in to buy 


minimum cost. In fact, the price is lower than that of any 
other snow material on the market and here is why! 
You get it in thin sheets that produce the same visible surface that thick sheets do, 
(which are more expensive) and at the same time it keeps its Sunday punch going, full 
blast! Attracting customers to your displays like moths to a flame. 
SHEET Thin sheets are available to be used for colorful background displays. Gives 
fullest front appearance at lowest cost. Builds a sturdy, gorgeous, attractive 
display that holds up like the Rock of Gibraltar! Sheets 100” long by 1” thick 
Variety of different widths. 
TUBES RINGS d WREATH BASE Any width, any thickness 
' an desired. Place over OR 
tube “Presto”! a stunning merchandise stand. Displays shine like emeralds. Just 
like magic, your merchandise becomes twice as attractive to the eye! Tube supports up 
to 100 pound weight. Four-inch solid tube center. Each tube one inch thick. With or 
without box of solid covers. Shipped nested. 
You can have rings cut as fine as silk or as thick as oak any way you want it 
Dress up your floor window. Lay your goods out in rings. See your display “‘sing’ 
Suspend merchandise in mid-air. It catches the customer’s eye like an oasis in the 
desert. At such a low, low cost, these rings actually pay for themselves as soon as the 
first customer is brought into your store by this astounding eye-stopper. 
PANELS Here are false backgrounds for your use when you need them Back- 
grounds that liven your windows. Panels in any size desired, made to 
fit right into your display. Can be used to divide your windows inte different sections 
in a few seconds. Just slide panel into place an entire new section is created your 


display will beam 





FREE 
SAMPLE 


Write for Free 
Sample Packet “A” 
containing replica 

of tubes. 


The Artificial 
J fed 





Miami LOGS 


cut into sheets ac- 
keeping the 
You get more 


are shipped untrimmed but 
cording to your specifications, 
at a price that is way down LOW. 


cost 


for your money toe—Use the left over pieces for 
making ornaments, designs, shelving, etc. Sold 
on weight basis. 

MIAMI SNOW 
4 realistic snow. Available in bulk bags con- 


taining 142 bushels. $3.50 per bushel. 


FREE SAMPLE—-Write for Free Sample packet 
“A”? containing replica of ART tube packag- 
ing. See for yourself how tubes make your dis- 
plays more outstanding —-like the Statue of Liberty! 


like 


a glacier in 






i 

MAIL THIS COUPON NOW . 

0. E. LINCK CO., Dep't. DW ; 
Clifton, N. J. P 
Please send me the FREE sample Packet A’ containing replica : 
of tubes | 
| 

a 

Name . 
a 

a 

Address a t 
4 

| 

a Staie 7 = : 
) 


the sunlight. 


WREATHS Add richness to Christmas displays. 
Come nested in cases of 20 and 40. 
Smaller quantities available. Assorted sizes and widths. 
LETTERS Ready cut in various sizes. Stand or hang 
them up. Saves you the cest of expensive 
signs. 
SHAPES Giant Size logs can be trimmed down to 
any shape or size. Large logs are sold on 
a weight basis saving you up to 50% the cost of using 


smaller and thicker blocks. 


CUT IT YOURSELF ; 


cut into any widths, length, design, you choose. Tailor-make 
your displays. Available in different design markings, such 
as “*brick’’ design. Can be colored, trimmed, sawed, routed, 
blocked, bent, drilled, gouged, milled. 


BIG SAVING 


into your 
Saves you 
log and cut it 


Saves you plenty of $$ $ 
Easy and simple as pie to 


right into 
two Brings 
displays created by 
because you can 
buy it ready-cut! 


Puts BIG dollars 

your pocket in 
store with novel 
money on the cost 
yourself, or 


extra 
ways. 
more buyers 
yourself 

buy it as a 


re 
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How our membership in the 








Audit Bureau of Circulations gives 
constant protection to the advertisin g 


in these pages. 


























| ew Audit Bureau of Circula- 
tions, organized in 1914, is 
a cooperative and nonprofit associ- 
ation of more than 2800 publish- 
ers, advertisers and advertising 
agencies in the United States and 
Canada. Working together, these 
buyers and sellers of advertising 
space have established definitc 
standards for measuring and uni- 
form methods for auditing the 
circulation of periodicals and 
newspapers. Only publications 
with paid circulation are eligible 


for membership in the A.B.C. 


The Bureau has a staff of experi- 
enced circulation auditors who 
make an annual audit of the circu- 
lations records of each publisher 


member. Based on these audits 


the Bureau issues A.B.C. reports 
which tell how much circulation 
a publication has, how much sub- 
scribers pay, how the circulation 
was obtained, where it goes and 
many other facts essential to the 
sound investment of advertising 
money. Of special importance to 
business paper advertisers is an 
occupational cr business break- 
down of the paid subscribers. This 
tells you how much of the total 
circulation represents a logical 


audience for your advertising and 


a market for your merchandise. 
In addition to the annual Audit 
Reports, the Bureau issues semi- 


annual Publisher’s Statements. 


Guesswork and waste are 
avoided when you select advertis- 
ing media on the basis of factual 
information. Always make A.B.C. 
reports your starting point when 


you buy advertising space. 


This business paper is a mem- 
ber of A.B.C. Ask for a copy of our 


A.B.C. report and then study it. 


» ® » 


SEND THE RIGHT MESSAGE 
TO THE RIGHT PEOPLE 


Paid subscriptions and renewals, as de- 
fined by A.B.C. standards, indicate a 
reader audience that has responded to a 
publication’s editorial appeal. With the 
interests of readers thus identified, it be- 
comes possible to reach specialized 
groups effectively with specialized ad- 
vertising appeals. 
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ABC = AUDIT BUREAU OF CIRCULATIONS = Facts as the Basic Yardstick of Advertising Value 
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EATON “VELVETY” GRASS MATS 


. . . in Colors 


Eaton 3' x 6' "'Velvety"’ Grass Mats are now available in beautiful, eye-catching colors for fashionable 
displays . . . the same well-known "Velvety" quality with special one-inch stitching, dyed in a gorgeous 
range of striking color tones. The following colors are available: 


Jade Green Scarab Blue Burnt Orange Forsythia Yellow 


Chartreuse Rancho Rose Siena Brown American Beauty Red 


Call your display jobber today and ask him about Eaton ''Velvety"’ colored mats. Insist on Eaton 
"Velvety"’ and get the best. 


EATON BROTHERS CORP. 


HAMBURG NEW YORK 























NEW RED 
METALLIC STRIPE 


TUBES 


TO ADD "SPARK" TO YOUR 
HOLIDAY DISPLAYS 


Length Diameter 

'” ts 3" 4" 6" 8" 
3 feet ....... $0.40 $0.70 $0.90 $1.20 $1.40 $2.20 
41 feet .60 95 1.25 1.60 2.00 3.20 
6 feet... JO 1.25 1.60 2.25 2.60 4.20 
9 feet 100 1.75 2.25 3.00 3.75 6.00 
12 feet 1.40 2.50 3.00 4.00 5.00 8.00 


Minimum charge of 75c on less than $10.00 orders 


j CHOICE OF OTHER METALLIC COLORS ON ORDERS OF 
500 FEET OR MORE 


F. O. B. Cleveland 


See your local distributor, or 
write us direct. 


THE MUTUAL DISPLAY MFG. CO. 


110! POWER AVENUE., CLEVELAND, OHIO 
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The “Versabelles” 


Display men raved, marvelled, gasped in surprise! Never before 


had they seen such lovely mannequins that wear play 





clothes, street clothes, evening clothes — all clothes — with 
top smartness, top attractiveness. For never before were 

there mannequins quite like Magnani’s marvelous “Versabelles”. 
None so versatile, so adaptable, so wonderfully economical. 


None so amazingly sales-appealing! 


a If you were unable to make the Chicago show and would like 
A to know more about Magnani’s show-stopping, crowd-stopping 


*Versabelles”’. write for details. 





“Figures that really figure . . . in sales” 





magnanit mannequins 


236 West 40th Street, New York City = 
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“PHOTO-MURAL 
FABRIC” 


The New, Fabulous and Sensational 


WINDOW BACKGROUND 


THE BIG HIT AT THE CHICAGO DISPLAY SHOW 


100 inches high by 210 inches long 


in four- and five-panel units, each 42 inches wide 

















FALL WOODLAND SCENE WINTER SNOW SCENE 
in rich brown or wine in cool, ice blue 
5 Sections . . . . complete $75.00 4Sections ... . . . complete $60.00 


Other Scenic Subjects Will Be Released Shortly 


Genuine photo-scenic reproductions on fabric 
Rare Beauty . . . Realistic . . . Durable . . . Easily Cleaned 


THE FIRST ENTIRELY NEW BACKGROUND CREATION IN YEARS 


NEVER BEFORE ANYTHING LIKE IT 


Be the First to Use It — You Will Be Amazed at the Attraction Value of this New Display Medium 


Telegraph, Telephone or Write At Once! 


DECORATIVE DISPLAYS °° °3s28.usstetés""* 








DETROIT PUBLIC LIBRARY 
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THE HAMMER... 


Made of hard tool steel, per- 
k 


The 
SPLAD 
Display 


HAMMER AND PIN CUSHION 


member of the craft, | know tg 
ftime. 
Any- 


§ worth 





fectly balanced. Genuine 





hickery handle 94% inches 





mm) 


from tip to tip. The pin puller 





also made of hard tool steel. 


















isplay Man always works agair 





Speed counts today as never bet 
1] Th ee Be i ] 
ing that will speed up your we 


9 | ~ 
double what it costs. My Sp 


i 











Display 





Hammer and Pin Cushion wer 
] TI 
[he 





ly trom the finest 


st a lifetime. The 





THE PIN CUSHION... 


] 


This velvet covered, leather-back 
cushion has a smooth finish clasp 
that positively will not tear your 
clothes. Clasp it on shirt, coat, belt 
or trousers, where most convenient. 
A real clothes-saver. Always ready--- 
never in the way. 


‘74e MERCO PRODUCTS CO. 


1392 EDGECLIFF DRIVE LOS ANGELES 26, CALIF. 
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Full-size spun glass Santa. 


Natural colors and three x8 
dimensional appearance. * 
Translucent. Height: 5’. : t 


Depth 16”. 


SPUN-GLOW 


and 


ALUMALITE 
DECORATIONS 
Any colors desired. Trans- 


set Maldek conue je Here are Christmas decorations 
tion. Heights: 9”, 18”, 30”. / * "je = —_... that are truly different...Spun 
fe: glass and aluminum products 

that will add dazzling new ra- 

diance to your Christmas dis- 

plays...and priced as low as 


Decorative spun glass bells. 


regular decorations. 


Handsome spun glass head 


of Santa. With or without gins CHECK THESE 
wreath. Full form. Trans- 


22”, 40”. -* OUTSTANDING FEATURES: 


lucent. Heights: 
@ permanent lightweight 
construction 


weatherproof and 
crush-proof 


use indoors or out 


Dazzling aluminum covered 
stars with show-through aM — +4 
perforations. With or with. "7 > “ --s : . feature 

out wreath. Heights: 22”, ‘“<jRes 7. oy > a a 

48”, 72”. +3°= <3 en unbreakable 


translucent ‘‘light-up"’ 


washable 
fire-resistant 


full relief , 


Beautiful spun glass rein- 
deer in natural colors. 
Three dimensional. Full 
form. Translucent. Height: 
7’. Length: 5’. 


brilliant natural colors 


Garland of shimmering 
aluminum foil. Special 
stapled construction. In 


silver or colors. Widths: * ~~ 


12”, 16”. 
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One of the displays of Coro, Inc.—Henry 


Altheimer, Display Director 


one of 


the many throughout the country whose displays feature Fabrics by Dazian’s. 


FOR DISPLAY SPLENDOR ON A BUDGET... adhet Crash 


Every once in a while there appears a fabric 
that has spontaneous, nation-wide appeal. At 
this time, Dazian’s Basket Crash is the one. 
Display Directors from Fifth Avenue to Wilshire 
Boulevard are using it in their windows — they 
Avail- 


are enthusiastic — they find it exciting. 


able in the complete range of Dazian’s glorious 


colors, Basket Crash is an all-purpose fabric 
which, though budget priced, looks like a rich, 
beautiful decorator fabric. 50” wide, it is per- 
fect for draping, backgrounds, flooring, and 


many other purposes that you will find when 


you see it. 


PLEASE CONTACT OUR OFFICE NEAREST YOU! 





MAZIAN’S inc. 


ESTABLISHED 1842 


The World's Largest Display Fabric Organization 
142 WEST 44th STREET e NEW YORK 18, N. Y. 
400 BOYLSTON STREET e BOSTON 16, MASS. 
125 NO. WABASH AVENUE e CHICAGO 2, ILL. 
731 SO. HOPE STREET e LOS ANGELES 14, CAL. 
1249 WASHINGTON BOULEVARD. e DETROIT, MICH. 
2ND UNIT, SANTA FE BUILDING e DALLAS, TEXAS 


DAZIAN'S INC. 
Gentlemen: 


Please send FREE samples of BASKET CRASH. 


NAME 


ADDRESS. 


| 
| STORE 
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‘\ Have you seen the Sensation 
n of the Chicago Convention ?.. 


ie | ‘ 
QY | a 
eatin Sia \ (L-" 
AN I oe 
/ Y I\N 


~sHARU LM: 


A Twinkling... Blinking...Starlight Christmas... 
|. A Breath taking innovation For Your Interiors 
Fv ...Your Windows... Your Exterior... 





a 


Here, at last, is an idea so sensational, so different and so adaptable to Christmas \\ {Hl 


that you cannot afford to miss it in your holiday trim this year. Shak-O-Lites YY Y 

. . . . . . . eee _ 
are ideally flexible to any design and are so simple in construction that nothing a _)— 
can interfere with their operating efficiency. The materials used in every set Df \ 


carry an underwriter’s guarantee. Not merely a temporary trim, Shak-O-Lites 
are a genuinely permanent display prop that may be used for Valentine, 
Wedding, Fur and dozens of other future promotions. Just plug them directly 
into your regular A.C. outlet and treat your windows and interiors to a really 
fresh, new look. Write us for further information or see your Schack repre- 
sentative when he visits your city. 





See them in our Showrooms... 
Ask our Sales representative 
h to Demonstrate them to you... 


‘\f qc 
| SQ) | ae C | 
| Sli 


“SINCE 1888'— 


\| | 319 W. VAN BUREN STREET, CHICAGO 7, ILL. 
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for Ameucwts 
CG veautes IS, Tore a 


Year alter year, we are called upon by leading department 
stores to provide them with interior Christmas trims in the 
“Decorative Manner’ 


Whether you desire the traditional Christmas spirit or a 
more modern treatment, our 53 years of experience can be 
helpful to you. See these and other Christmas display 
materials at our conveniently located showrooms. 


———— ae 
FC a tz 


ECORATIVE PLANT 


CORPORATION 
136 WEST 24th STREET + NEW YORK 11, 


ee SAL L WAtkins 4-4405 
, 
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Get better signs and showcards... 


with complete assurance of 
long-lasting economy 


This is one of the most sweeping guarantees you have ever 
seen — one without the usual small type and endless qualifi- 
cations. It promises flatly that you will get at least five years 
of satisfactory service from your Showcard Machine without 
spending a penny for repair. It even guarantees against wear. 

























We can make this guarantee because we’ve watched hun- 
dreds of Showcard Machines render trouble-free service for 
as much as 19 years. We know its simple, uncomplicated 
design has nothing to get out of order. We know its carefully 
engineered construction provides rugged strength to with- 
stand many years of hard use. 


Today’s aggressive merchandising calls for more sales- 
stimulating, smart-looking signs and showcards — at the 
lowest possible cost. That’s exactly what the Showcard is 
delivering for many of the world’s leading merchandisers — 
essentially what this guarantee assures you. 


Remember that the Showcard Machine is almost unlimited 
in scope; is unmatched in speed and ease of operation; can 
often save its own cost the very first year. You'll want to get 
your order in right away. 


1] 
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New 


still 


dreamy look in 


EW ENGLANDERS are 
d with a thei 


a recent superb pro 
k } 


a result of 
motion by the William 


eyes aS 


Filene’s Sons Com 





2B ee Gus 


walking 
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ss tyallAN! 


(hat Wenes 


ok 
we 


the ro 
Hawaiian islands under 


Boston, that brought much of 


the 


pany, 
mantic allure of 


the close scrutiny of the local populace. 
Filene’s “Hawaiian Aloha’ supplied a deft 
touch of promotional genius that extended 
from the huge Hawatian flag flying from 
the store roof down to the tiniest shadow 


box decoration 


Po Lee 


Hyine to 


W. Court, Filene display director, 
with Mrs. Alice 

promotion manager, 
the Herculean task of rounding 


Givens, 
fell 
up informa- 


| law all 
lilene’s merchandise 


tion and materials to display saga 
ot Hawatian industry, crafts, and 
While Court and his entire staff had 
a series of advance meetings formed 
and studied 
Hawaiian background and appeal 
suitable for display purposes, many departures 
the plan cropped up 
Court’s extended tour of the Islands, 


provide a 
history, 
habits. 

through 
assigned duties 


general plans, 


angele S Ol 
from original during 

So, back at home, the display staff kept the 
mill running by surveying every possible prop, 


SUEY, 


England Gets A Touch 


form and piece of equipment that could be 
retouched and perhaps almost recreated t 
fit into the “Hawaiian Aloha” presentation. 
One of the most successful and impressive 
projects along this line was the transforming 
of a whole population of the store’s manne- 
quins into charming and realistic natives of 
Hawail foot, and even to a 


From wig to 


—Lorrie Pierce puts the final touches on a 
palace guard, while Bill Mayes starts dress- 
ing a native charmer; in the central back- 
ground Bruce MacAllister puts sun-tan on an- 
other damsel for Filene’s ‘Hawaiian Aloha”. 
. . » Upper right, merchandise promotion and 
institutional tribute to Hawaii were casually 
combined in the window displays. . . . Lower 
left, Paul Ryan and Ella Watts at work on 
props for the promotion. . . . Lower right, 
more than two tons of fresh flowers were 
flown in from Hawaii; street ledges were 
pleasantly alive with the blossoms. Left, 
Lee Court, display director, holds examples 
of Hawaiian jewelry— 
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Of Hawaii 


ising sun tan, these figures were cleverly 
rned into a smiling band of Island natives 
it brought an amazing feeling of animation 
throughout the interior 
the store and into 42 windows as well. 

Che flower thrill of Hawaii was of keynote 
Filene’s masterful coordination of 
erchandise 


display settings 


peal in 
selection and choice of display 
Eight featured 
a tie-in for native flowers of the same 


ckgrounds. pastels were 


—Court brought back numerous action photo- 
graphs of incidents in the every-day life of 
Hawaiians at work or play and these were 
used extensively in the windows; mannequins 
converted into natives gave animation to the 
displays. . . . Upper right, niches had tropical 
fish and flower backgrounds. Lower left, 
fresh flowers, preserved flowers, and woods 
were flown by the ton to Filene's from Hawaii; 
eight colors were specially promoted, each 
being derived from a flower from Hawaii... . 
Even the tiniest shadow-boxes boasted the 
lure of Hawaii, as in this glove unit— 
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taTeeeeesererer: 


By 


ALBERT C. SMITH 


color, each flower representing an island of 
the Hawaiian group. Color, flower and island 
groups were as_ follows: 
wall; blue-blue 
lilac-mokihana-Kauai; yellow-plumeria-Oahu ; 
p:nk-pink shower-Man1i; white-pikake-Niihau ; 
turquoise-hinalea-Molokai; and aqua-jacar- 
anda-the Island Group. 


red-hibiscus-Ha- 


pastel orchid-Kahoolawe ; 


Pan American and American Airlines co- 
operated with Filene’s to 
transit link for “Hawaiian Aloha”. One of 
the first plane loads brought better than two 

These 60,000 exotic 
thrilling lift to every 


assure a_ rapid 


native flowers 
imparted a 


tons of 
blossoms 
Included were philoden- 
huge trees in 80 foot 


store. 
from 
ferns, wood roses, orchids, monstara, 


area of the 
dron, stripped 
lengths ; 


and many others all grown in the Islands. 


To give museum calibre co-appeal to the 


showings of bright Hawaiian merchandise, 


Court forwarded cargoes ot Hawatiana to 
Filene’s. These vast collections included rare 
shells, costumes from the early years, old 


Hawaiian tapa cloths from private collections, 
instruments belonging to Island missionaries, 
historic exhibits of Island craft work, primi- 
tive Hawaiian household utensils from the 
17th century, feather capes and feather leis used 
by Hawaiian royalty, and a unique collection 
of early history loaned by the Royal Hawaiian 
\rt museum. 

Carefully prepared reader cards were or- 
ganized to acquaint customers with the un- 
background aspects of every item in 
each display. Used also was an enormous 
number of photos depicting various 
phases of life in the Islands. All around the 
upper wall areas of the street floor shops 
were broad, colorful panels bearing the wel- 
come: “Filene’s Hawaiian Aloha”. Philoden- 
dren entwined itself around street floor col- 
umns, while street floor ledges were banked 
with what possibly was the largest shipment 
of native flora ever to leave the Islands at one 
time. Some of the larger plants and flowers 


usual 


action 


[Continued on page 83] 
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HOW A FREIGHT FORWARDER 
GIVES COMPLETE DISTRIBUTION SERVICE 
ON 1 


BILL OF LADING 


es 7 















A The freight forwarder picks 





up less-than-carload merchandise from 
ading platform —usvally by truck within a 250 mile 
radius; brings it to a key railroad consolidating point (A). 
Combines all shipments into carload lots. Routes it fastest, 


cheapest way fo key destination point (B). Then delivers — 


tay al eal cal) maa al mama 
rr tT Se el he 
(ar aad ae ee eee el eae al aad 


usually by truck—direct to consignee’s door. 


Display Shipping Pro 


HERE are 


freight forwarders 


several principal types of 
Some confine their 
operations to certain sections of the 
others specialize in particular fields, 
crockery; still 


shipments. 


country ; 
others 
But by far 


such as food or con- 


centrate on export 


the most important are those who operate 


nation-wide in practically all classifications. 

In general, these forwarders pick up less- 
than-carload merchandise from shippers’ load 
usually by truck, within a 
250 miles of key points. They then 


consolidate these shipments and load them into 


ing platforms 


radius of 


full cars or truckloads which are routed and 


expedited by the fastest, cheapest Way 


by railroad, truck, water or even combinations 


of all three Upon arrival at destination 

points the shipments are unloaded = and 

trucked directly to the store-door 
Forwarders issue their own bills of lading, 


assume ful] responsibility from the shipper’s 


platform to the receiver’s door. Shippers 


ind receivers are thus relieved of needless 
red tape, paper work 1s reduced to a minimum, 
ind billing and auditing are simplified 


‘See eee eee @& 
Jy | See ee een 
re Cee en) 
cement ——eirasiin > soe 
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By 
WILLIAM T. MALONE 


While the forwarder employs the facilities 
of many different provides a 
thorough transportation under one 
name and under a single undivided responsi- 
bility. In addition to their own vast trucking 
fleets in numerous key cities, forwarders have 
contract arrangements with local truckers in 
thousands of smaller communities. 

Forwarders pay full carload while 
their customers pay only the established less- 
than-carload rates. The difference between 
these rates is the “spread” which enables for- 
warders to offer shippers and receivers many 


carriers, he 


service 


rates, 


time and money-saving advantages and serv- 
Ices. these are listed below: 

Through a streamlined system of adminis- 
tration, most forwarders consolidate and ship 
it is picked up, 
then deliver it to store-doors the same day it 
arrives at the ‘“break-bulk” 
point. 

Most long hauls handled by 
shipped via our great railroads. 


Some « rf 


merchandise the same day 


( distribution ) 


forwarders are 

In this con- 
that railroads 
have made great strides in the scheduling and 
speeding up of freight 
the \mong the most dramatic less-car- 


nection, many do not realize 
particularly since 


War 


—Instructions for less-car-load pick-up are 
torn from transmitting machine and turned 
over to dispatcher, who gives all necessary 
information for proper follow-through. ? 
Consolidation point is where individual ship- 
ments are brought by truck to be consolidated 
and located into full cars; here at the Uni- 
versal depot in New York City 64 freight cars 
are lined up four-deep and are loaded and 
expedited daily— 
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1949? 
There's hardiy a reader of DISPLAY WORLD who does not directly or 
indirectly come in contact with freight forwarders. But very few of us have 
had an opportunity to familiarize ourselves with their many specialized serv- 
ices and advantages, and to learn at first-hand what this service can mean 
cilities in the way of solving some display shipping problems. That's why the few 
ides a minutes it takes to read this article by W. T. Malone should be rewarding. 
‘r one 
sponsi- 
ucking ee: ok ical ied 
as heed developments 1S the increasing use of Special handling instructions are carefull; 
ers in nerchandise trains,” equipped with passenger followed. Packages marked with up” nota- 
wheels and operating on regular schedules. tions are properly stacked; “fragile” mer- 
white There are approximately 200 overnight chandise is given special attention ; valuable 
d tess. merchandise trains” between key points, such packages items on the forwarder's “he ded 
etwees as New York City to suffalo, New York list are guarded by railroad police officers. 
os fears City to Cleveland, ( hicago to St. Louis, Los And forwarders often suggest to shippers 
- many Angeles to San Francisco, etc. One manu- types of markings to use for their packages. 
F ding May Be The A 
; All along the line from the time shipments 
4 are picked up until they are delivered to the 
customer’s store door foremen supervise 
handling operations. 
The railroads and forwarders have made 
3 great progress in designing special freight 
7 cars for properly carrying special classes of 
} merchandise. Forwarders have also developed 
unusual techniques for handling various types 
a of merchandise. For example, fragile display 
material or similar material is often loaded 
} on skids at the loading platform, moved to 
4 the freight car, transported to break-bulk 
i point on skids, unloaded on the skids, and 
only handled again when delivered by truck 
to the consignee. Many freight forwarder 
trucks have specia! handling devices such as 
elevator tail-gates which raise and lower 
heavy display boxes, or rollers are attached 
for ease in moving and minimizing handling. 
i A nation-wide forwarder helps to reduce 
i the number of transfer points by properly 
; routing and re-routing. This is important, 
i for the more transfer points there are, the 
4 [Continued on page 88] 





i facturer found that by using such mer- 
serv- || chandise service via a freight forwarder for 
jhis New York to Chicago traffic, the actual 


minis- | time from his platform to receiver’s door was 
1 ship reduced by a full day and at substantial 
‘d up, savings 1n cost over his former methods. 
day it Display shippers are interested in having 
ation ) their mannequins, papier mache pieces, and 
the like reach consignees undamaged — not 
rs are in tiling claims. Because of their experienced 
5 con- know-how in handling and loading all classes 
lroads merchandise, forwarders annually save 
R and shippers and receivers vast amounts by min- 
since mizing breakage, damage, spoilage, and _ pil- 
s-car- ferage 
on -Upper right, freight cars connected by 
all n etal tracks being loaded; cautions such as 
none tragile'’ and ‘this end up" are carefully re- 
pected. . . . Center, break-bulk point; mer- 
hip. nandise- is taken from cars to depot and 
ied tacked in sections prior to delivery to con- 
Uni. ‘gnee by truck. Oe Freight forwarder s_ truck 
sot ( jvipped with elevator tail-gate to facilitate 
ail ndling and to reduce possibility of damage 


to heavy objects— 
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this 
dress. 


single also standing on 
dressed in a cotton sport 
Accessories were grouped at one side of the 
“Summer Refreshment” reader, while a tall 


frosted drink on the other side helped carry 


mannequin, 
floor, was 


out the theme. Another window in this 
series featured better millinery. The 
summer refreshments idea was carried out 


by means of stylized sprigs of lime and a 
The frothy mil- 
linery shown was in keeping with the theme. 
Interiors followed the “Summer Re- 
freshments” motif, with the cart 
cut out of wallboard and with 
plaster, rope and various colors of paints. 


large, frost-covered glass. 


also 
ice cream 
decorated 


\n interior set is shown in the first photo- 
graph, and one of the windows at the top of 
the opposite page. 

At F. C. Nash & Co. in Pasadena Display 
Director Louis Craig did a cotton promotion 
that emphasized the importance of the cotton 
industry in California 
this state 


a major crop in 
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The dresses featured in the window were 
ot course, cotton, and crisp cotton acces- 


sories were used throughout. The back- 
ground was deep rose seamless paper. Two 


bales of cotton were used as props in the 
center of the window. Fastened to one oj 
the bales were several informative photo- 


graphs on California’s cotton industry. Other 
photographs were laid on the floor. The 
lighting i 
rose to emphasize the green of the dresses 
and the deep rose of the background and of 
the accessories. 


Was a combination of green and 


One of the most lavish windows William 
Meisner has ever done at Ohrbach’s was his 
The entire 
back wall of the window was painted with a 
typically tropical scene. A 30-foot vine 
made of spun glass was dropped from the 
ceiling in sinuous curves. At the other side 
of the window were several upright plants 
matching the vine in shape and 
which ranged from a dark green to a char- 


Holiday sportswear promotion. 


color — 


Los Angeles Reporting 


UMMER in Los 
different 
than a season of the year, since 
fall. And this 
reflected in the displays in 


leading Los Angeles de 


something 


Angeles 1s 
Perhaps it’s a state of mind 
rathe! 
weather is in the 
| 


mind 1s 


our warmest 
state ot 
the windows otf 
partment and specialty stores 


One of the most interesting series of dis 
plays was tl group done by Display 
Director J. W. Miles as part of the store 


wide “Summer Refreshment” promotion at 
Bullock’s-Downtown. Bullock’s used news 
paper advertising and sent out a “Summer 
Refreshments” catalogue as a part of this 
promotion. For the cotton sportswear win 


dow. Miles used a highly decorative stylized 
“flat” in 
the background 
cream cones were standing upright on the top 
of the cart 
of light 
wallboard, Was 


the shape of an ice cream cart in 


Several papier mache ice 


\ small square flooring, made 


and dark marbelized squares ot 


placed under the cart. A 


By JOHN L. COONEY 








cork and _ flagston¢ 
were used on the floor. The backwall treat- 
ment especially interesting, since it 
marked one of the first times that Meisner 
has made full use of the light-well which 1s 
built-in in the Ohrbach’s windows. The 
combination of the light-well illuminating 
the back wall and the delicacy of the hand 
painted scene lent remarkable depth to tht 
window. (Second illustration). 

“Fresh and Fragrant! New 
Summer Play Wear” was the title of a win 
dow by Anthony Golff, display director for 
Milliron’s. The fastened to a! 
arrangement ot rods 
on which vari-colored paper cut-out leaves 
were adhered. 


treuse. Green ground 


Was 


reader was 


long colored bamboo 


Three mannequins were use 


—Upper left, by J. W. Miles, Bullock's-Down- 
town Center, by William Meisner, 
Ohrbach's . . Left, by Anthony Golff, 


Milliron's— 


Cottons for} 
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-Right, by J. W. Miles... Center, by Roger 
ickett, Rathbun's . . . Below, by Louis Craig, 
F. C. Nash Company, Pasadena— 


ich window, grouped around a typically 
( fornian patio chair or sofa. The back- 
ind in each window was a different 
picking up one of the colors in the 

ired cotton play dresses. 
jisplay Director Roger Pickett used a 
mer theme for a promotion of founda- 


garments at Rathbun’s. “Rathbun’s 
| ions For Summer Comfort” was the 
title of the window. The display simulated 
i boudoir with a long, kidney-shaped dress- 


ing table. Cut-out panels over the dressing 
table framed pink-sprayed mannequins wear- 
ing the featured “Maidenform” foundation 
garments. The panels were painted white, 
with various designs and flower decorations 
done in drybrush. The mammoth dressing 
table was draped in white satin with a deep 

top. Groups of cosmetics served to 
break the arrangement and, if anything, 
focus even more attention on the manne 


ie following displays are not pictured: 
Display Director William Meisner did an 
interesting treatment of the lingerie windows 


in the recent “Here Comes the Bride” pro 
motion at Ohrbach’s. The windows were 
framed in a lacy design made by spraying 
white paint through a stencil. The overall 
color design for this series was pink, gray 
and white. In the lingerie window, gray 
grosgrain ribbon was used to support glass 
shelves on which various items of lingerie 
were displayed. White tulle, with pink Cecil 
Bruner roses and sprigs of fern fastened to 
it, was carried in graceful sweeping curves 
from one side of the window to the other 
to give a feeling of overall unity. The 
reader was gray on white. 

One ot the most successful promotions 
we've run” so says Roger Pickett in 
speaking about the recent promotion of pro- 

rtionate coordinates at Rathbun’s. Red 
satin ribbons, suspended from the ceiling, 
held glistening glass rods on which various 
items of merchandise were displayed. Three 
mannequins were used in each window, each 
being dressed in a different manner in the 
same garments, and each mannequin being a 


different size. It made very effective proof 
the display card which read, “Propor 


ate Coordinates We've Sized You 


lor a cotton window at Ohrbach’s Wil 
liam Meisner used four mannequins in each 
he large windows, each mannequin wear 
ing a different color pastel cotton gown 
each side of the window, white cotton 
pe was strung in crisscross fashion in a 


ite wooden frame which reached from the 
floor to the ceiling. Fastened here and 
there on this rope arrangement were pastel 


colored balls of spun glass, simulating cot- 
t bolls. The colors matched the colors 
the dresses featured The light gray 


kground added, rather than detracted, 
the pastel colors of the featured gowns. 
e lighting was made up of amber over 
id spots. 
\lso in the summer spirit was the 
smond’s swim suit window done by Dis- 
iy Director Harold Kelly. Featured were 
brightly flowered Hawaiian style swim 


[Continued on page 87] 


DISPLAY WOR 





LD 





29 








30 








DISPLAY WORLD 

















oon: SORE RNR se tos 























PUY, beg 


HE Crescent department store, owned 

by the Spokane Dry Goods Company, 

in Spokane, Washington, is 60 years 
old, but it has one of the most up-to-date, 
best equipped and largest display department 
to be found anywhere. 

The store itself takes in half a city block 
and is seven stories high, which makes it a 
large store considering the size of the cit 
The display department is located on the 
seventh floor and is composed of a large 
studio, complete with a mock-up window, a 
sign shop, a carpenter’s shop and a painter’s 
shop not to mention the office for the 
display director, Del LeSage : 

The space allocated to the department 1S 
greater than the average space allotted to 
stores with a $15,000,000 a year volume. 
Three-fourths of one per cent of the annual 


n A Big Scale 


volume take is budgeted for display. Thus 
the department has the physical setup, and the 
means to do things in the grand manner. 
Couple that with the fact that LeSage was 
a research man under Arthur Fraser at 
Marshall Iield’s for nine years, was display 
director of a Marshall Field suburban store 
for five years, and was assistant set director 


on several movie studio lots for 22 months, 


] . } oe ond wat 
and you will see why by incorporating all 
past ideas into his present job he has come 


up with something big. 
hi 


I-vervt e 1s on the grand scale. There is 


a staff of 23 persons the director, style 
coordinator, secretary, draftsman, produc- 
tion man, two painters, two men’s display- 
men, three regular displaymen with three 
assistants, and four carpenters. These people 
service 24 huge windows, 14 vestibules, and 
interiors including 38 mannequin spots on the 
second floor, six escalator displays, and 18 
spot displays. The interior group takes care 
of the model rooms on the furniture floor 
Phey take care of all cases on the first floor, 
in the basement and on the apparel floor and 
are responsible for all settings used in con- 
nection with style shows. The windows are 
conservative but the schedule calls for a com- 
plete change every ten days \ll props are 
orginal creations 
Probably nowhere else has lLeSage em- 
ployed movie technique so much as in rela- 
tionship to properties. He has built a supply 
that will handle any situation. The props are 
classified according to the period and use, and 
it is a simple procedure to read the inventory 
and pull a prop from the warehouse. As at 
the studios, the props are well taken care of 
wrapped, where necessary, to keep them 
dust-proot. 
Of course the well-lighted sign — shop, 
stocked with the best of equipment including 
a $2,400 sign machine 1s somewhat reminiscent 


best studio 


of movie work rooms but the 
touch is the full scale mock-up of a display 


window in the main room. It has all the light- 


—Some typical Crescent displays are seen 

here, while in the group photograph of the 

Crescent display staff the director, Del Le- 
Sage, is at the left in the front row— 
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ind background effects possible in a real 
yw. In working with installers it 1s 
and quicker to work out any problems 


owned 
ipany, 


# 
ner 




















years 
dete he mock-up than trotting down to the ; f" 7 
floor and trying them out in a window. 7 ieee 
tment os it 
unliness within the department is par- 
irly stressed for the psychological effect 
bloc x ; 1 = 
s upon department employes. Floors 
it 2a . ° ° . 
unted in the sign shop and main studio 
cit . 3 
two weeks, and the place is so clean 
) the . ° 
| that a fingerprint sticks out like a sore thumb 
arge 
. | ct order and cleanliness in the studio is 
wea q ake 
“ @transmitted automatically into the clean, or- 
nters a, - , : 
le work found in the interior and = in oe 
the ' . Bieta aetna, 
W w displays. 
’ } the actual displays versatile properties 
nt is =i : 
“? are used in the presentation of merchandise 
( 0 ° 
idely varying natures. Abstract arrange- 
lume, : . ; 
ts are employed, and functional fixtures 
nual , 
reate a new look for mass display and lend 
Phus , ; 
themselves to high stvle accessories. 
1 the : "Y ; 
displays are imaginative. They have 
nner, : ; : 
ficient detail to be arresting. Last vear’s 
was : : 
stmas displays which were nearly six 
r at a bees a es); ae 
1 1 sin the making featured <2/ special 
splay : ae ' , 
— deliers with 12,500 brightly colored plastic 
store 1 1 
rnaments adorning them 
ector ‘ 
e Crescent 1s one of the tew stores 1 
nths, ; peas 
t] ( untry with escalator WsSplavs Space 
etween the “ups” and “downs” is left open 
“ome 9 
r displays. It is put to good use, and people 
it the displays and not at the escalators 
ré¢ 1s 
: is what is wanted. The customers 
style . a: 
ip not only see the displays but see them from 
Lue 
1 CS 
Nay 
“ph i epartment works independent 
ee , 
| vertising or any other department. The 
opl reg aie 
and , ea aM PE CREME OF) to the pre sident Ol ; ‘ CELEBRATING 
mpany LeSage does not meet with 
| the : . 
1 18 Ca Ot departments unless a special LEADE 
. em crops up. When setting up basi 
care 1 1 
‘ews al he meets with the president, vice- 
00 
ae. resident, sales promotion and merchandising 
oor, ° 
sl managers and thus he knows plans in advance 
an os 
iad does not have to wait until plans are re- 
con- ae : 
vealed. After these basic plans are agreed 
are : ene’ 
i ipon there is a meeting of the buyers and 
() - 
issistants where the plans are passed on. 
are ’ 
Seasonal displays are planned nine months 
ai thead; otherwise the work is planned a 
em- - 
ela month in advance The theme and the way 
Cla- . 
t be handled is established, and indi 
pply 


problems are ironed out in weekly get- 
are ; Z 

be togethers. Miss Pat Riley, the assistant 
lirector, contacts the buyers and the adver- 


Petising department in setting up the schedul 
sat By é 
i Weekly schedules are distributed to the vari- 
livisions within the display department 





hem 
\fter windows are allocated displaymen set 
hos tor their ideas in the regular Saturday 
op, ; ‘ : . 
. leetings. If they are in line with company 
ding ; 
y they are approved; if not they are 
cent : : 


- ejected or revised. 
alo 
[Continued n page G2] 


play 
ght- 
—The main workshop area is equipped with 
this mock-up window for trying out displays 
* before they go into the real windows. The 
ze display department is located on the seventh 


floor— 
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New York Windows Urge 


HEN the thermometer starts to rise make the buying ordeal not only painless but display director, posed the mannequins _ be- straw 

steadily the harassed shopper rushes actually pleasant. fore a deep sea blue-green wall. Jellyfish, sat 

to acquire the most comfortable, \ time honored and obvious way to cool seaweed and bubbles made a design in white mn 
functional and smartly styled clothes or ac off is to make a bee-line for the beach. This chalk in addition to white sea plants that t 


cessories in the minimum length of shopping brings up the subject of bathing suits and were appliqued. Bamboo colored wire fish 

time playclothes which were launched effectively swam back and forth while one, on the navy . 
Consequently, displays of summer items at at Arnold Constable where Charles Lenhart, blue floor, served as a rack for accessories ITM 

tract attention when simple, uncluttered anc 


consisting of a lavender silk printed scart, 


calculated to transport the customer into a vearls, flowers and the like. A pink dress, | ( 
nt Nie —Upper left, by Charles Lenhart, Arnold 4 “Ath 


oot hemes of mind ee investing in the Condiahle's. . . . Ueper iat, ty haale ale. eases pretest sult, green and pink oo : 
nerchandis In such mood display can B. Altman's... . Lower Left, by Winston Jones, and dress were examples of how to “Matel 
beckon like a cold drink with hors tM "pain right, by Sidney the many moods of summer with the many | 
d'oeuvres in the form of a varied assort Ring, Saks-Fifth Avenue... . (All photographs moods of versatile playclothes.” The low 
ment of accessories, all in easy reach, with by courtesy of Virginia Roehl Studio, New platform across the back was finished in yel- ( 
benefit of tresh colors and a gay tone to York City.) — lowish sand textured paper. Bags of wood, | 








gece ee 


‘yi 
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GC 9) By VIRGINIA ROEHL 
3 e a t T t, & L aa a t Virginia Roehl Studio, New York City 


s be- straw and linen were carried by the figures, burlap flung over another stump of wood. this atmosphere with a sheer backdrop on 
vfish. nd the spectator could all but feel the The wall was the bright blue of a summer which a scene of the Plaza was painted in 
white ing sea breeze. sky and the apparel was in orange, tan, black clear water color. A peacock, symbol of 
that t Altman's, the coolest breezes were and avocado green. Tinted excelsior in elegance, decorated the foreground His 
fish found at the edge of a lake, the latter sug sparing quantity was scattered underfoot plumage was made of extra layers of net and 
navy vested by an inverted tree trunk of bleached For those who by choice stay in town organdie, the latter material also being used 
ories itwood which was carried by two girls during summer a cool place to linger is near in pastel shades as a backing for the black 
scart. taking a third for a ride Louis Viella, dis the green of the park. Winston Jones, dis wire trafhe tower at the right. The floor 
lress, director, used the smiling face of the play director of Franklin Simon, provided and copy card were of light blue seamless 
suit mmer sun, carved in wood with rays made paper while the clothes, blue and lavender, 


Latch 1 canoe paddles the blades alternating were part of “A couturier collection of 


Peer " ria —Upper left, by Sidney Ring. . . . Upper ' lef I ki; : 

many he handles OF &@ new 100K Im th right, by John R. Foley, R. H. Macy & Co. CONF SOSRES: “Ta Ee aCe ind - 
low .. « Lower left, by Sam Smith, De Pinna's.... elegance that emanates trom a New York 

1 yel- he copy, “Tont Owen sunshine separates” Lower right, by Henry Callahan, Lord & way of life.” 

vood. painted in black on a piece of tawn Taylor— [Continued on page 64] 
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by Louis Gehring 


Display Designer and Consultant 
New York 


Arrangement: This Portrait Study display consist 
of three definite units which read from | | 
makina a pleasing arrangement throughout. 
Properties: A blue background is preferred for this 
setting. A photographers arms are seen in striped 
hirt sleeves reaching toward the camera about to 
photoaraph the model smartly attired in one of the 
| reations. Other portrait studies are 
framed on the back-panel. Victorian chair i 
placed at riaht with yoy card flanked against it. 





Arrangement: Two units are noted in this children 


Jisolay. Arranaement is simple and pleasina. 


Properties: Party dresses are being promoted in this 
Jisplay and the liahted Jack-o-lantern between the 
two gir! mannequins suaagests that it is a Hallowe'en 
ed ana white 


JE TQ WITN rn WSoplay Tern r sTNner yreen 


Se a ae 


Cg 8 iM BERS 


ae aaah 


Arrangement: The career girl takes the spotlight 
in this display, which is made up of one definite 


unit. 


Properties: Captions suggesting careers are lettered 
in various type across the background. The word 
YOU" is bold. Mannequin is centered, leaning 
on drawing-board showing triangle, T-square, etc. 


Floor is checker-board design. 
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COMING UP 








Arrangement: This mens sweater display consists 
of three definite units attractively arranged, with 


merchandise limited. 


Properties: Sweaters are indispensable for those 
first crisp fall days and their presentation in this 
window is attractive and eye-compelling. Three 
scarecrow forms are used to display the sweaters. 
Falling autumn leaves add to the seasonal atmos- 
phere. A selected group of sweaters is shown on 





floor of the window along with copy card. 





Arrangement: Three units make up this men’s fall 
window. Neatness and dignity characterize the 
display. 


Properties: Much attention is given to composition 
and color blending in this display. A selection of 
orrect accessories to harmonize with the top-coat 
s important. Hats are supported at different 
evels by dowels and neck-ties have cardboard 
backings to permit them to stand in upright posi- 
tion. Copy card is placed in lower foreground. 





ee te SN 


> a anaes oe: 


Arrangement: The young college boys display 
consists of two definite units, well-balanced and 


simply arranged. 


Properties: Goal posts make up the background 
and they are placed at an angle. A row of slacks 
is lined up in front of the goal posts. Mannequin 





stands at left wearing top-coat and holding jacket 
in his hand. Copy card is displayed at lower left 


of window. 
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Chicago Displays Make The Best 


OODOO Black deliberate witch 
Cl was the tithe of a mid-summer 


promotion of frocks tor dress-up 0 


A. Stevens & Co. The dis 
mannequins in 


casions at Chas 


two each of the four 


long island window. bor 


rs an the 


drama from the 


owed ts 


texture-against-texture 


Two screens 8 feet high, placed at right 
ingles, were abruptly slanted to 6 feet at 
the back. Covered with a rough-textured 
itural burlap, they formed the background 
or the units over which a touch of magi 


vas introduced by black Congo masks hung 
floor. The 


used in Congo tribal 


on the screens and set on. the 
similar to those 


museum by 


rites, were purchased trom a 

\rthur Gault, display manager, tor the pro 

notl In the modern mood a satiny black 
) r pl wood chair by Charles Eames 


interesting use of 


provided a place between the models to hold 
Nets, taffetas for 
were all black, worn with black 
The floor 
Soft 


ACCESSOTICS laces, and 


summer cli¢ 
hats and gloves and gold jewelry. 
display was otf “Tabu” cosmetics. blue 
and green lights were plaved on the bewitch 


blacks 


spots on the 


ng with Magenta and amber 


The 


black magic extended to the floor where the 


strong 
screens. textured-and 
copy was printed in black on runners of na 
tural burlap. 

Money" in 
Was interestingly portraved in a 
| Marshall Field & 
(Second photo 
activities 
“Quick 


“Fun for your banker's gray 
denim dou 


ble window at Co. by John 


Moss, 
graph.) 
and 


Chan 


director rf desien 


The 


street Weal 


New color To! sports 


Was promoted as 


‘| he 


step-ladders to reach dollar 


ge Separates” mannequins used 


vellow 


bills that grew on trees spraved green, while 





ropes of sparkling coins dangled from the 
stacks of metallic 


pyramided on the grass floor.  ¢ 


ceiling, and discs were 


all denominations was cached in a yellow 
wheelbarrow and one of the money-pickers 
took time out to chat with a neighboring 


dude-rancher over a yellow picket fence in 
the background, providing a money-saving 
Inspiration for financing playtime and street 
wear wardrobes. 

Marshall 
furniture, 
to represent an enclosed porch for pleasur 


Feld AN ( ©. 


Was 


\nother window at 
promoting summer designed 
able dining or lounging on torrid days. The 
Iron furniture is painted a dusty coral and 
upholstered in turquoise. 
plus white, 
the shag rug. 


The se two colors. 


furnished the decor for the walls, 


] 


and the refreshment bar where 


two voung ladies in summer cottons were 


John Moss called 


and 


endeavoring to keep cool 


the colors “Sunset Hues” advised cus- 


tomers to “tinge vour living with 


summer 
enchantment.” 

Designed to appeal to that growing num 
bolder 
year in their casual dress was a solo promo 


ber of men who are becoming each 


tion of sports shirts at Goldblatt Brothers. 
The striking models for men's leisure hours 
achieved drama from Indian designs painted 


on leather-covered drums and ceramic art 
wares of Western inspiration that were dis 
played in an open frame, painted white and 
entwined with tropical foliage. 


the floor and platform displaver were cut 


Throws. for 


from. straw matting. Amber top lighting 
contributed a sunshine note to emphasize 
the high-fashion note that is creeping into 


men's wear through the introduction of bold 


colors for playhours. The copy, “El Capitat 


Chic.” gave the merchandise its fashion 
locale. 
The display was created by J. Boghosse, 


who is display manager. Rav Bianchi 


formerly display manager for the Goldblatt 


—Upper left, by Arthur Gault, Chas. A. Stevens 

& Co. ... Center and upper right, by John 

Moss, Jr., Marshall Field & Co. Left, by 
J. Boghosse, Goldblatt Brothers 


urrency of 
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—Right and center, by Reed Schlademan, The 
Fair Store . . . Below, by John W. Nugent, 
Madigan Brothers— 


stores, 18 now general store operating 
matiager. 

Colorful swim suits and beachwear looked 
fabulously beautiful in a double corner win- 
dow developed by Reed Schlademan, dis- 
play manager at The Fair Store in an array 
of strong colors. A seaside scene was de- 
picted with a pier, an overturned rowboat, 
and piling to resist the encroachments of the 
sea; these last were dyed peacock blue. Sea 
weed that filled in the background was 
sprayed the same hue. The backwall of 
aquamarine was treated as the sea where 
paper sculptured sailboats of brilliant red 
and strong yellow with a touch of white ap- 
peared to be passing in the distance. Under 


Of Summer 


strong lighting the arrangement was an im 
pressive blending of lush colors. Copy was 
inscribed in white on two planks of the 
dominating color, and read: “Styles are 
Streamlined or Fetchingly Feminine . on 
the Beach or in the Briny.” 

Schlademan also presented four well- 
devised displays for “Tropical Brown 
Sheers’, a new and different color angle in 
combating the heat. Screens of bamboo, 
tapa cloth, and cocoa matting were arranged 
before dark brown walls that were invisible 
because of the amber spotlighting which 
emphasized the mellow tones of the props 
ind merchandise. Fanciful birds of wicke1 
with a sprinkling of brown, yellow, and 
green feathers added an airy and decorative 
touch , 

Madigan Brothers, 4030 West Madison, 
took advantage of the June bride season to 
launch a new bridal service with a_ co- 
ordinated display throughout the © store 
Under the direction of John W. Nugent, dis 
lay manager, ledges and platform displays 
in all departments repeated the decorative 
treatment of the principal window where a 


bride and her attendants induced passersby 
to investigate the new department. The 
service was inaugurated to compete with 
the many small bridal shops in the neigh 
horhood and goes a step further than many 
such services in that the store is prepared to 
turnish a last minute check-up before the 
eremony. Although the new venture was 
ntroduced solely as a service department, 
according to a store spokesman, customer 
acceptance has already reached a figure that 
promises to make it a self-supporting experi 
ment. Such services are of immeasurabl 


value in making friends for a store 
Not illustrated are the following: 
Much has been accomplished since the 


idvent of the new look to impart a contem 
orary feeling to antiques. G. C. Bowen, 
lisplay manager at Henry C. Lytton & Co., 
sed this technique for a novel decorative 
ceessory with which to glamorize a pre 
entation of black dresses for summer wear 

the series of twin displays genuine 

[Continued on page 77] 
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Week oft \ combined meeting of the National Re- 
tail Association’s Visual Mer- 


chandising Group and the Sales Promotion 


annual Display Market 
National Association ot 


was held June 27-30 at 


the Display Dry Goods 
the 
than 100 

120,000 


Industries 
House, Chica 


oi Division was held during two days of Mar- 
showing thei 


ket Week. 


Palmet », with more 
\mong the speakers representing 


Louis A. Banks, dis- 


exhibitors wares 1n 


square feet of space \ttendance was excel the display field were 

lent. although the displaymen present were play director, The White House, San Fran 
distinctly in a note-taking mood and buying cisco, and Harold Melnicove, director of 
wae only fait his came as no surprise to. merchandise presentation, The Hecht Com- 
most of the exhibitors, although some ex pany, Washington. Both stressed the fact 


} 


that the display department can be of greater 


pressed their disappointment that = more 
irders were not received. Practically all help than any other division of the store 
the firms showing during Market Week sent in building sales during the coming months. 
their salesmen out immediately after tl Findley Williams, in charge of store plan 
vent in order to follow up on the interest ning and display for Sears, Roebuck & 
created by the show Co., Chicago, urged displaymen to prepare 
Phere were no complaints regarding at for greater responsibilities if they expect 
tendance \s ot Tuesday evening, Jun 28 management to assign them more important 
2675 were reported as registered; of this — roles in merchandising. 
ymount, O08 were exhibitors and their Members of the Southern Display Asso 
representatives, 278 wer jobbers and dis ciation, whose Atlanta convention had to be 
tributors, and the remainder of 1,789 wert cancelled at the last moment due to indicated 
isplavmen. Registrations were still conti lack of attendance, got together during Mar 
ine through Thursday, and a total of mort ket Week to work out some method of re- 
than 3.000 for the event was anticipated b funding the money paid by exhibitors. Re 
| Rowman. | NADI managing director ports on the amount needed varied, but 


Market Week Draws Large Crowd 


expressed around $11,000) was the most frequently 


present 


their satisfaction with the various displa mentioned sum. It was decided to reimburse 
iterials and equipment on view, and most — each exhibitor 33 per cent of the amount 
ff them commented that prices were lowe! due him, the payment to be made immediate 
ind more in line with current displa ly, and attempt to repay the remainder at a 
Ldivate later date. It was voted to hold the next 
\t a meetine NADI members prior to convention in Fort Worth during the last 

' opening of the show, L. J. Charrot, hea week in March, 1950; this date is tentative 
he well-known New York City firn James Cook, The Fair, Fort Worth, was 
same name, was elected to the pres elected president of the SDA, replacing K. 

He succeeds Sylvan Freund, Deco \. P. Burnham, Rich's, Atlanta. Ted Solo 


was named 
Vermilye, 


Dallas, 
Frank 


riarris: & Co.. 


itive Plant ¢ orp 
president ; 


irration. New York City, mon, A 


the board of di first 


first 


VIC 
Houston, 
H. Spitzkeit, Guliport, Miss., secre 


becomes (¢ 
Foley's, second vice-president, and 


Walter 


Vice 


othcers named are 


: ‘one St. Louis: seco vice-presidet James E. Thompson will handle pub 
( en (Gus) Barrango, C. Barrango Com icity 
San Francisco; secretary, Warren J Several store display groups got together 
Gallagher, Cov-Disbrow & Co., New York — while in Chicago for Market Week. Among 
it treasure! Richard = J \dlet Phi them were those trom Cavendish Trading 
Adler-Tones | pal Chicago. New me Corporation and Frederick Atkins, Inc. The 
S the board of directors are brow latter was arranged by Helen Elliott of the 
H}. Star | \. Darlin Compa \tkins headquarters, and William H. Grover, 
P rons Mic ul George G. 1 st lisplay director for H. & S. Pogue Com- 
er \rt M Compal ( ca pal Cincinnati, was chairman. Plans were 
\t the sat eeting it was dec dt old discussed tor an Atkins display manual, and 
Decemb Market Weel it tir Hot the necessary committees were appointed to 
\ York N York Cit rom Sunda vO mut the details. Kenneth C. Welch, 
Yecember 11. 1 h Deeember 15 | resident ot Grand Rapids Store Equip 
| 24 ar nam t ent Company, was guest speaker at this 
1k ul the June affair will yu eeting 
New \ | following are some of the items dis 
new members were admitted into t plaved by exhibitors at Market Week. Ob 
tion. 1 Creative Displays viously only a tew can be mentioned for 
‘ (it (Capit Mercha 
( \ Brookly1 Phis brings the total Claude D. Adams & Co., New Canaan, 
ership of the NADI to 128 Con Phree-dimensional angels ot spun 
\t 1 NADI eeting, Albert Bliss, Bliss elass, climbing a column and resting on a 
iv Cory] tion, reported on the ass spun glass cloud which revolves atop. the 
ition Ss continu ng resear progran il pillat Heavily flocked sprays ot Princess 
tated that tests display I] be conduet ine or holly 
n 12 cities as t next step in the project \dler-Jones Company, Chicago. Sprays, 
: ¢ 1. S00 copies of thre NADI New York earlands, set-preces, floral decorations tor 
ersitvy book reporting the results or tl tall and Christmas 
; Wy researt pilot stu ave a 1 \lleock Manufacturing Company, Ossining, 


New dappled finish in two 


lac quer 





OLY 


1949) 











sical 


—L. J. Charrot, unanimously elected president of 
the National Association of Display Industries— 


tones tor all mannequins if desired. Con 
plete from adults t 
children. 

Allied Display 
City. 


range ot heures 
Materials, Inc., New Yor 
metal fringe Christmas tree, fu 
or half-round. Chandeliers and garlands 
metal. Wooden 
sizes up to 78 inches. Fur-bordered shadow 
Christmas scenes in three dimer 
metal ornaments, birds, ete. 

\nkerum Manutacturing Company, Phila 
delphia. 


mache, 


Base 


base hoops varying 1 
boxes ot 
sions. Base 


Low priced Christmas bell set « 
as well as large mache Santa heads 
Four sizes of candy canes. Four designs 0 
hunting prints in shadow-box frames. 
\rkow-Lewis Associates, Philadelphia. Al 
miniatures for back-to-school - 
little 


tree 


sorts ot 


figures on megaphon 


Wire 
Angels of spu 


desks, apples, 
Plastic 
displayers with metal bases. 


bases. branches. frame 


glass. Wire screens. Cut out plastic leaves 
Cut spun glass appliques 
\usten Display, New York City. 


ing paper novelties, opening into large spool 


out 
I’xpand 


shaped forms. Base metal novelties. Screet 
Christmas tree covered with base meta 
ornaments. 

( Barrango Company, San Francise 


Masculine 


features 


figures with strong “character 


Men’s mannequins for “lean, fat 


and in between” customers Extremel 


mobile figures 


Bliss Display Corporation, New Yor 


City. Revolving displayer in shape. ot 
chess pawn. Miniature house with window 
and doors bulging with gifts. Santa Claus 


post office to set within the window, the mai 


chute connecting to the exterior of the glass 
Flashing traffic light. Scotch Santa Claus 
Phe “Seelingrill” a steel framework whit 
is mounted at the top of the window 


enables quick and easy suspension of objects 
Bois Smith Studios, New 


I 


York City. R 





ei ssc ice. icathrai a  % 





Larg 


ornaments 


wire. 
made of Christmas 
[Continued on page 54] 


volving Christmas tree of 


chandeliers 
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Handy Card Shows Colors 
Of Fluorescent Light 

Che first “true-color” card for fluorescent 
tubes for neon signs and cold cathode light- 


RUBBER MACHE 
Back-To-School Displays 


An outstanding line of figures and heads for 


¢ was recently issued by Supro Lux Mig. 
Company, New York City. Though origi- 
nally planned as a company promotion 
ece, the firm believes it will solve a vital 
les problem by showing what fluorescent 
colors look like without actually lighting a 





Back-To-School promotions. Made of light, dura- 
ble rubber mache, fashioned half-round and 


three-quarter round in deep relief and beautifully 
i. 

Twelve of the 21 standard colors have 
en reproduced to provide an = accurate 


hand decorated. Use them as spot, background 


and case decorations to pack humor and interest 





visual presentation of the most popular into your displays. 
tones of white, gold, pink, blue and green. 
Colors were first mixed from artist's oil 
paints by Harry Weiss, an industry pio 
neer and head of the firm who used _ his 
knowledge of fluorescents, and his avoca- 


halle creer an Aes LS Hints tian ale aa 





| 
tion, landscape and portrait painting, to find 
t 





the most exact shades. Chemists who 
specialize in the mixing of printing inks om 
were then consulted to obtain the exact 


formulations to blend with the paper used MOULDED RUBBER MACHE HEADS 





Blanchia 





<4 of in order to achieve the most perfect results No. RH-| — LARGE HEADS. Si . , 

aie Sl aia” aes, Samael (ie Ge le ae ee ee liga approximately 12 in. overall. When ordering, use names 
light source or sunlight. Copies of the No. RH-2 — SMALL HEADS. 5; meee. per dozen $49.00—each $4.75 
ird will be supplied free on request to pie i ctle aon anamhaieta i el: ings 7 in. overall. Blanchia, Butchie, Donny 
Supro Lux Mfg. Company, 127 West 17th — . per dozen $30.00—each $2.75 


treet, New York City 11. 


Deep Drawn Letters 
on Of Acrylic 





; \ development of Polyplastics Company, 
ort Brooklyn, makes it possible to incorporate 
re the desirable physical characteristics of 
"|: icrylie plastics into custom-built signs and 
displays for interior and exterior use. Poly- 
*: plastic letters ranging in size from 2 to 24 
a inches in red, blue, yellow and green are 
te deep drawn from sheets of acrylic, 
nila lranslucent letters can be mounted on 
re lastic sheets and rear-lighted, or tubing JIM BOB PATSY MARGIE 
os in be shaped into the interior tor indi 
ep vidually lighted iree-standing construction. MOULDED RUBBER MACHE SCHOOL KID CHARACTERS 
\lounting is simplified by the extremely 
light weight. A 24-inch letter with 5-inch No. RM-8. Size of each approximately 13 in. to 15 in. high. Fashioned three-quarter 
JA stroke and 4-inch depth weighs only 2 round. When ordering, use names of illustrations as marked above. 
- | — a ~ easily = paar gs acid per dozen $64.00 — each $5.75 
extended trom the tace Dv studs. Jiounting ° ° anu 
on devas aak avalide wake Telnaes te Fall Catalog of Display Materials Ready for Mailing Now! 
ives ters and all components are standardized WRITE FOR CATALOG No. 220 


he letters are also applicable to change 


: ioe | GARRISON-WAGNER CO. 


sev American Fixture Names sane: Ganaainipemane 
‘ail Ruthrauff & Ryan A G AVEN ST. LOUIS 3, MISSOURI 


\merican Fixture & Manufacturing Com- 














IS inv has appointed Ruthrauff & Ryan, Inc | 
cter to handle advertising for its Korrect-Way Y Chi = d B 
_ isplay Division, which manufactures store our ipping an reakage 
ae isplay fixtures and “Beau Monde” manne pl Oo 
pis: Problems are Over! 


uins. Ruthrauff & Ryan also is the agency 








r all the companys “< hromeCratt Division Another new creation! Blouse, Sweater, Coat and dress 
lich manufactures and markets dinette sets forms in flesh colored ""NATEX" rubber. Chipproof and 
oF the consumer field and tubular furniture washable. Fits on any stand. 
Kaus commercial use. 
No. CR — each, $4.95 
SS 
laus 
iid Don’t forget—send in your news JOBBERS AND CHAIN STORE DISCOUNTS GIVEN 
in items about all happenings in the 
= display field: births, deaths, marriages, NATIONAL MANNEQUIN Co. 
IX 


Subsidiary of National Art Studios 
308 S. MARKET ST. CHICAGO 6, ILL. 


changes of position, anything pertain- 
ing to display or displaymen anywhere. 





























DISPLAY 


...on and off the record 





—Prior to his entry into 
display some !8 years ago, 
R. P. Fisher was with the 
Statler chain, in charge of 
the culinary department. 
He takes keen delight in 
preparing meals when at 
home, particularly break- 
fast. Fisher is a_ sales 
representative for D. G. 
Williams, Inc., in the De- 
troit- Cleveland - Columbus - 
Toledo-Cincinnati area— 





—Reading from left to right, Jack Miller, Charlie 
Barker, Louise McKendrick, Osmo Soini, Shiro Takeda, 
of the E. Harris Company, Toronto display jobbing 
firm, and Jim Davis, Madison Display, London, Ont.— 


—Tom Murphy, 
sports director for 
the City of Los 
Angeles, presents 
Herbert B. Goodwin 
with a trophy sym- 
bolic of champion- 
ship in the city's 
winter softball com- 
petition. Goodwin, in 
the center, is man- 
ager of Creative 
Displays, Los An- 
geles— 






—The display staff of Saks-Fifth Avenue, Beverly 

Hills, Calif., pause for a breather. Display Director 

Jim Buckley, one of the most talented displaymen in 

this country, is in the center, wearing a striped 
tee-shirt— 





—Mrs. Patricia Ann Simp- 
son, after years doing dis- 
play for the British Rayon 
Federation, has been trans- 
ferred to the Rayon In- 
dustry Design Centre staff. 
In addition to her display 
work, Mrs. Simpson is a 
talented artist; in her spare 
time has formed and oper- 
ates the Invalid's Art Serv- 
ice, keeping invalids sup- 
plied with a_ constantly 
changing series of oils and 
water colors as a sort of 
art therapy— 


—His display originality 
is well known, and his 
windows draw display- 
men from other cities 
as well as the shopping 
public of Cincinnati. 
Here Russell C. Kehrt, 
Jenny's, plans a series 
of displays for the sea- 
son ahead— 
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COLORFULLY SILK SCREENED 


DISPLAY PLAQUES 








A630 - DRUM MAJORETTE 
DIMENSIONAL PLAQUE 
A629 - BACK TO SCHOOL Be. ig 


STURDY WHITE DISPLAY BOARD PRO- 
PLAQUE - 25 in. x 19 in. CESSED SEVEN BRILLIANT COLORS. 
SEVEN BRILLIANT COLORS SILK FOREGROUND FIGURE SEPARATED 


ee SCREENED ON WHITE DISPLAY BOARD. | FROM BACKGROUND FOR DIMENSION- 
A628 - SCHOOL TIME EASEL BACK. EACH $2.95 AL EFFECT. EACH $4.95 


DIMENSIONAL PLAQUE 
| 28 in. x 22 in. ‘ BUY THEM FROM YOUR DISPLAY MATERIALS SUPPLIER 


STURDY WHITE DISPLAY BOARD PRO- 
CESSED SIX CORDAM . DIMENIEIIAL WRITE FOR OUR DISPLAY MATERIALS CATALOG 


temneeehe liar chee THE REYBURN MANUFACTURING COMPANY, INC. 


EACH ‘ ‘ ‘ 4.95 
: PHILADELPHIA 32, PA. Branch Factory: ROYERSFORD, PA. 


, WAS! €, , EVERYTHING 


IN ONE PLACE 
NV $1.95 5 sie tors 


ze OAer INOTS 
QUALITY DISPLAY MATERIAL 4 
Ot Vitoney Saving Puced 


Rasa 
PLASTIC SNOW--the newest and most eye-appealing display material. For 


cooling, colorful effects in summer. A must for winter holiday displays. 
Guaranteed not to harm fabrics or furs. Flame Proof. Easily recovered for 
later use. Clean and safe. Use it for large or small displays. Order now while 























ee 
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Please send Suede-Art Velour Swatch Book 


sample book, showing all 16 beautiful colors of Suede-Art Velour paper. Also 
Please send complete Flock Finishing Catalog 


complete catalog of flock, adhesives and equipment is yours for the asking. Get 
ready for Fall Displays now. 


still available at this low price 5 bushels ordered at one time — only $9.75 
F. O. B. (single bushels $2.95 post-paid.) Use coupon — order now. 
VELOUR PAPER The most colorful of display materials made especially 
hope by the Suede-Art process. To ring the cash register, add touch-appeal COAST INDUSTRIES, Dept. D7 
A eye-appeal to your various store displays. Really enhances jewelry, silver- H 
ware, perfume, apparel any item in your store. Available in 16 eye-catching - 1006 So. Los Angeles St., Los Angeles 15, Calif. 
colors; the most popular are Royal Blue, Spring Green, American Beauty, © Gent! on ' ucla "ere ; 
Burgundy Red, NEW LOW PRICE — 3’ x 25’ roll only $6.75 delivered prepaid g Centiemen: Please enter my order for ae eee. Sen 
right to your door. Use coupon to order. 1 Rolls of Suede-Art Velour paper in Color (s) 
WE ARE HEADQUARTERS FOR FLOCK and flock equipment. Send for ; Enclosed is our check []; Our store is rated — Please bill us 

a 

| 

4 

4 


Store Name 


COAST 1006 SOUTH LOS ANGELES STREET <a 


AT OLYMPIC BOULEVARD) 


INDUSTRI ES LOS ANGELES 15, CALIF. © PROSPECT 1041 City Zone State 
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Interesting Treatments 


HRIEE more widely divergent types of apparently protruding through the glass 

play treatment would be hard to and into the lobby This tree is to be a 

gine than those pictured above, permanent fixture of the display window, 

rom an ultra-modern open front and the foliage will be changed to corre 

ctly humorous approach and on to. spond to the changing seasons. Note the 

low in the classic mannet Hagstone lobby and the luminous screen 

t a view of the striking front ot glass canopy Phe interior of the store 
ewest Carol Antell shop in New York ‘was deseribed in detail in the May issue of 

Cit Designed by Seymour R. Joseph, DISPLAY WORLD \ccording to a 
ct, the shop has an artificial tree spokesman for Seymour Joseph, “I can tell 

tw tories In height which originates witl vou that the windows have been ‘stoppers’ 
vindow but has the uppel third ever since the store has been opened. There 








is nothing like them in New York or else 
where.” 

Completely different in nature is the sec 
ond display, by J. H. Fulling, Blum’s, San 
Jose, Calif. In describing it, Fulling says 
“We had been displaying extreme fall 
fashions for two weeks and San Jose was 
experiencing the most severe heat wave of 
the vear. But for this week, these two fall 
suits were hung on the side walls (very 
unceremoniously) on hangers in garment 


racks.” The mannequins were towel-clad 
and stood with their feet in buckets of simu- 
lated ice-water \ blurb sign above the first 
read as follows: “My deah Mrs. Smythe, 
isn't this heat simply awful? I reahlly 
cawnt model this fall suit. Fall indeed! In 
heah, under these ghastly lights? No, I just 
cawnt!" To which the other replied, “Our 


displaymen are crazy, deah Mrs. Gotrocks. 
The heat’s got ‘em. How can they expect 
a girl to appear tresh and fashionable in 
tall suit in this horrid hot weathet 

Let's order some more ice!" 

And Fulling says in conclusion: “Our 
public was overjoved that we could unbend 
and ridicule ourselves.” 

Curt Wright 1s display director for Th 


[Continued on page 91) 


—Upper left, the front of the new Carol Antell 
shop, with two-story tree apparently protrud- 
ing through the glass into the lobby. .. . 
Center, used by J. H. Fulling, Blum's, San 
Jose, to poke fun at the store for displaying 
fall suits during a prolonged heat wave; cus- 
tomers loved it. . . . Right, in the classic 
manner is this window by Curt Wright, The 
Fashion, Houston; the tapestry reproduction 
was painted on burlap. . . . Notions are dis- 
played dramatically by Frank Vermilye, 
Foley's, Houston, with panels showing samples 
of all merchandise in the department— 
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Thank You-~ Display Directors! 


For your overwhelming response to our exhibit of 
wigs and manikin make-ups at the NADI Market 


Week in Chicago. 

Your orders for new wigs and manikin refinishing 
encourage us to greater efforts to maintain our posi- 
tion as America’s largest and finest manikin refinishers. 


164 W. 25th St. New York City 1, N. Y. 


Dallas 2, Texas 


1209 Ss. Industrial Blvd. 
1881 N. Fairoaks Ave. Pasadena 3. Calif. 
I INC. 577 Howard St. San Franeiseo 5. Calif. 


ON-PREMISE ROAD CREWS NOW TOURING PACIFIC NORTHWEST AND MID-WEST 


Send for Complete Details and Photos to Nearest Factory 



































age , : 
The New Dramalite is a simple, functional, 
carefully engineered lighting instrument for 


commercial or domestic applications. 


a... The functional form housing is designed to 


accommodate general service lamps as well 
as the PAR-38 and R-40 lamps,. including 
the longer R-40 with the skirted base. 


casita 


b.-A- simple concealed swivel joint permits 
turning the light 115° from the vertical, 
while the base rotates a full 360°. This per- 
mits a maximum directional control never 


betore attained in similar types of fixtures. 


~. 


Sa 


cS 
SS 









oa 


The-.new.egg-crate.Jouver and color filter _ 
holder, available as an extra ($3.00 list)..-; 
gives positive cut-off at 45°, .a feature un- 


obtainable in comparable existing fixtures. 





d: The rotating base fits over any standard out- 


let box in either the wall or ceiling. 


CENTURY LIGHTING INC aio west 55 st., NEW YORK 19,N. Y. 


The New Dramolite is available in a variety 
626 N. ROBERTSON BLYD., LOS ANGELES 46, CAL. 


of pendant, portable and flexarm models. 








Effective 


DISPLAY WORLD 


Material 


At The Point-Of-Sale 


By PARLIN LILLARD* 


Sales Promotion Manager, General Foods Corporation 


‘In General Foods we are so impressed with these (display) possibilities 
that we spent more than $1,000,000 on this point-of-sale medium last year. 
Since we expect our kind of business to become more competitive in the 
months and years to come, we can not afford to pass up or minimize that sell- 
ing opportunity we have on Mrs. Consumer while she is in the grocery store." 


Hk reason for spending any money for 


advertising is to ring the cash register 


at the point-of-purchase, and for us in 


the food business that is the cash register 
the grocery store 
We would like it very much if clerks wore 


mut ther fingers recording sales of our 


products But that doe s not seem likely, Since 
one of the most 
What 


tough is the simple fact that you 


business 1s com- 


petitive in the world makes the com 


coax, ms rsuade, 


induce or compel 


ple to eat more than a specific amount 


It is a scientific tact that people consume 


60 pounds of food annually 


nstalling Ingger and better 


food DUSINCSS 


that means one thing: tor any of us to get 


e else has to lose One 


\¢ field this, 
factor he- 


such as 
} py +4 aly 

ivertisineg s often the decid ne 
usiness and one that 1s on the 
only ft national 


kids 1 am not. thinking 
advertising, but of the complete campaign 
vhicl begins witl a sales Story whicl 
with the 


creates 


cece ptance 


s 


quite often turns 
IPressiol into brand. sales. 
food dollars rolling down the. street, 
advertising which 
funnels these dollar ito the cash register in 


ing te Consumers 


“Look no further. Here is that idea’ for 
dinner tonight,” or, “We carry that brand.” 
Before talking further about today’s im- 


point-of-purchase advertising to 
our food industry let’s look back a few years 


portance of 


to the time just before Pear] Harbor and 
the changes which have taken place within 
our industry during these past few years, 
hecause I believe these changes call for a 


new approach to our point-of-purchase ad- 
vertising material for grocery stores. 

Since 1941, just eight short years ago, 
there have been two important changes in 


the selling end of the grocery business 


Kirst: There have been important changes 
in types of stores thanges in store layouts 
from the counter-service type over to the 
self-service type. \nd with these store 


changes we have had changes in consumer 


And these changes have come 
most of our 
allotment. basis, 


buying habits. 


so quickly, and at a time when 


industry was “selling” on an 
as much attention as we 


point-of-pur- 


that we did not pay 


should toward more. effective 


chase material 
While the big swing to the 
h 


supermarkets had 


self-service 


ype of gotten under way 


in the thirties, it was during the war that so 
many independent groceries and chains were 
switching over to self-service stores because 


they could not find clerks to help them run 


their counter-service type stores. 


While a 


today in the 


done 
hardware, drug and department 


large part ot the business 


stores still is done over the counter, we know 
that in the grocery field better than 80 cents 
out of every dollar is spent in a self-service 
store, and that means that only about 20 cents 


is done in over-the-counter-service stores. 


There are fewer clerks behind the counters 


JULY, 949 
because there are fewer counters. From 
these figures we get some idea of how the 
selling end of the grocery stores that «re 


doing the volume business today has changed 
in recent years. 

There have been many 
changes in buying habits of consumers. What 
exactly do we know about these changes in 
consumer buying habits ? 

From a number of surveys 
been made on this subject in 
we have sketched a picture of Mrs. Consumer 


We know, 


also important 


which have 


recent years 
which we think is pretty accurate. 
for example: 

(1) That she spends about 80 cents out of 
every food dollar in a chain or an independent 
self-service store. Gone are the days when 
the grocer influenced her selection by casting 
his vote of approval for one brand and with- 
holding it from another. Now she makes up 
her mind and in the process of doing that she 
is influenced by which tends to 
give one brand prominence over another at the 


any device 
point-of-purchase. 

(2) In all probability she makes unplanned 
purchases, as eight out of ten women do, and 
it is reported that these purchases are made 
primarily because she is reminded of a need, 
or she is influenced by a display. 

She may shop from a list, as 24 per 
or she may shop from memory, as 
But, whichever method she 
uses we are told that 66 per cent of her pur- 


(3) 
cent do; 
76 per cent do. 


chases are done on impulse. 
(4) We also know that 91.8 

the women shopped at the store in person, 

tremendous importance 


per cent of 


indicating again the 
of good display in grocery stores. 

(5) And in another survey it was interest- 
ing to note the reasons given by the women 
for purchasing these unplanned items showed 
that “reminded of need” and “saw it displayed” 
were mentioned by 70.3 per cent of the women 
as the reasons why they bought, which simply 
means that good display is more mportant 
than ever in the 
facts provide a clear picture of the 
good point-of-sale 


field. To 


grocery stores, 

These 
opportunities for adver- 
tising in the food me, they are 
perfectly amazing. 

No other advertising that 
same opportunity to claim the attention of 
customers and do a selling job at the time 


most the when 


medium. of has 


when it counts moment 
they are about to select a brand in the store. 

In General Foods we are so impressed with 
these possibilities that we more than a 
million dollars on this point-of-sale medium 


Since we expect our kind of busi- 


spent 


last year. 


become 


ness to more competitive in the 
months and years to come, we can not afford 
to pass up or minimize that selling oppor- 
tunity we have on Mrs. 
in the 
We are continually asking ourselves: Are 
our point-of-sale dollars being well spent? 
We field surveys this past 
year of the use to which our point-of-sale 
material was being put and we came up with 


We 


cam- 


Consumer while she is 


grocery store. 


made. several 


some disappointing conclusions. 


for example, that on 


pretty 
learned, several 


paigns last year, about one-half of the material 


shipped out to the field was being used 
effectively. 
Like any other form of advertising, the 


effectiveness of any point-of-sale advertising 


is proportionate to our knowledge as to the 
[Continued on page 72] 
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Burdick Forms 
New Corporation 
Edward H. Burdick, designer ot the Free- 
m Train, and formerly president of Dio- 
ima Corporation of America, has organ- 
ed a new firm with offices at 201 East 57th 
treet in New York City, to be known as 
dward H. Burdick Associates, Inc. The 
w company will specialize in the use of 
sign to achieve a three-dimensional show- 
anship directly affecting sales promotion, 
erchandising and visual public relations. 
Walter 


Urban, 


One otf Burdick’s associates 1s 


gemann, formerly with Joseph 
Norman Bel-Geddes and Jo Mielziner 
Burdick Associates is developing what is 
<pected to be a revolutionary innovation in 
levision, the use of forced perspective for 
improvement of the third-dimensional 
tect. 
This office will offer a complete service 
» industry, including the origination of the 
ea, the design, the working drawings, the 


supervision of manufacture and the final 


lacement, Burdick says. Its main field 
vill cover product design, window, traveling, 
rade show and dealer displays, industrial 
useum designs, television backgrounds and 
owroom interiors and general interior and 
exterior advertising in three dimensions 

The new firm is executing designs for a 

rmanent exhibit to be housed in a special 

ulding for the State otf Illinois an ex- 
ibit that will portray to the residents of 
that state the functions of their government 
as they affect their daily lives. Health, food, 
rotection, housing, recreation, transporta- 
tion, education, welfare and finance will be- 
ome the main area breakdowns. 

Burdick is recognized as a pioneer in the 
field of 
ipplies to sales promotion, merchandising 
ind visual publi lighted, 
inimated advertising dioramas in transpor 
throughout the country 


three-dimensional design as_ it 


relations. The 


tion terminals 


ere first designed by him. 


Gould Recovering 
After Heart Attack 


H. H. Gould is recuperating at Michael 
feese hospital, Chicago, following a_ heart 
ttack suffered Market 
Week. It will be several weeks, it is re 
irted, before he will be able to return to 
New York City where he operates a display 


during Display 


rm under his name. 


Kerr Leaves Dalton's 
For Own Business 
James Kerr has resigned as display man- 
rer for Dalton’s, Baton Rouge, and, with 
ck Roberts, will soon open a_ children’s 
d infant's wear shop in that city. His 
iccessor at Dalton’s has not been named 


S Yet. 








We invite DISPLAY WORLD 
readers to make frequent use of the 
Service Bureau for information on 
resources for all types of display ma- 
terial and equipment from air brushes 
to zebras (stuffed), or for general 
consultation on display problems. No 
charge is made for this service, of 
course. 
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Two colorful, sensations by Metal Goods to 


add new sparkle and zest to your next 


season's display creations . . . Year-'round 


items of non-inflammable base metal! 


Write for complete information 


and prices. 
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NE of the most striking series of 
swimsuit displays to be seen in some 
time—a bit on the startling side, to be 
truthful—is this one from Grands Magasins 
Jelmoli S. A., of Zurich, Switzerland. Hans 
Erhardt is display director for the store, 
which is one of the best known in Europe 

Daring and imaginative in conception 
and carried out with beautiful detail, the 
displays in brief portray a group of water 
sprites disporting themselves in glassy pools 
while watched by bearded mythological 
characters, distinctly Neolithic in appear- 
ance, 

The theme is perhaps a bit unsuited for 
the average American store particularly in 
conservative cities, but seems especially 
appropriate for Europe where legends ot 
Rhine-maidens, trolls, and the loup garou 
are still favorites. 

\s for construction of the displays, Er 
hardt used painted backgrounds on wall- 


board The sloping rocks were of papiet 
mache and the tree branches were real 


Sheets of glass were used for the effect of 


water, bordered with sand. For added 
realism, several mannequins were cut. in 
two and placed on the glass, giving the 
Impression of wading in the pool. Posing 


1 the other figures was in complete hat 
mony with the general nature of the dis 
plays, some hanging from the tree limbs 
or leaning over the rocks, while those in 
ie fisherman’s net were sprawled in vari 
Mus positions. 


Jelmoli’s has 50 street windows and. Er- 
hardt has a staff of 360 to handle them in 
addition to the impressive interior display 
job done by the store. One of the biggest 
tasks of the display department 1s creating 
and installing settings for the great general 
hall—an open light court which extends up 
through four floors of the building. This 
area is completely redone, from a= display 
standpoint, five times a vear and the set- 
tings are on a scale in proportion to the 
space involved and take weeks for prepara 
tion. The five vearly changes are for spring 
fashions, the bathing season, the fall tash- 


ion opening, for Swiss week, and tor 


In addition to the vast displays necessary 


this light court, others on a big scale 
are necessary from time to time for. still 
another area the top ol the big tower 
Spectacular treatments are installed here 
over Zurich's 


special occasions, high 
large freight ele 


commercial center A 
vator carries the necessary material to th 
roof where the display is arranged and 1s 
then lifted into position on the tower to] 

More displays from Jelmoli will) appear 


in an early issue of DISPLAY WORLD. 


—Water sprites display beachwear in these 
windows from Jelmoli's, Zurich; some of the 
figures were cut in two and placed on the 


glass sheet as if wading— 
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Catalogue Issued 
By Kurt Versen 
he Kurt Versen Company, Englewood, 
\ J., has issued a new catalogue showing 
firm’s line of display lighting equipment. 
Copies will be sent on request. 


Partnership Dissolved; 
Name Changed 
he partnership operating Effective Win 
Displays, 221 East 32nd street, New 
York City 16, has been dissolved and the 
e of the company changed to Morse 
Displays, under which title it will continue 
junction. David Morse is continuing the 


I ess. 


Park Leaves Monnig's, 


Fort Worth 


or the past three vears in charge of | 
Monnig’s Department Store, | 
Fort Worth, E. O. Park has resigned. He | 


as not vet announced his future plans, nor | 


splay for 


s his successor been appointed. 


Harve Ferrill & Co. 

Adds Conner To Staff 
Walter Conner, a graduate of the Institute 
Design, is now serving as a special de- 
ner with Harve Ferrill & Co., 11 East 
Iton Place, Chicago He is a specialist 
store equipment. 


Displaymen Attend 
Lighting Institute 


e following displaymen were conducted 
ugh a full day of lighting demonstra 
and exhibits on June > at Nela Park, 
earch headquarters for General Electric 
Cleveland: Del Le Sage, The 


Company, 
scent, Spokane; A. Dombcik, Bailey's; 
Osterland, Wm. Taylor & Son Company ; 
(,. Darragh, Fred Harvey's. The last 
firms are all ot Cleveland 


\ccompanying the group was Dave Strom- 
» Mutual Display Mtg. Company, Cleve 
|, who later entertained the displaymen 
| General Electric officials at a luncheon 
visit to Mutual's plant concluded the day. 


Displayman Killed 
In Auto Crash 


Villiam R. Booth, 29, formerly with = the 
ss Brothers display department, Rock 

Ill., was killed recently in an auto 
ule accident near that city. He was a 


ran of World War II. His father 


Wes 


Stuart M. Lerner Consolidates 

All Activities On One Floor 
\s of July 1, all activities of Stuart M 
ner, Inc., New York City, will be con- 
lated on the third floor of 50 West 17tl 
et The warehouse at 252 West 38th 
et and the office at 225 West 34th street 


l be close d. 











Don’t forget — send in your news 
items about all happenings in the dis- 
play field: births, deaths, marriages, 
changes of position, anything pertain- 
ing to display or displaymen any- 
where, 
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No longer a display man’s dream, 


the idea of hanging merchandise at any height in any position 
is now POSSIBLE, PRACTICAL AND QUICKLY DONE! Hanging 


and airy. 





squares. 





objects can be moved instantly back, forward, left, right, up or 
down to suit the design of the window. All the dramatic tricks 
of the stage are at your immediate command with the Seel- 
ingrill. The Seelingrill permits you to trim heavy yet look light 
. and all of this NOT IN 10 HOURS PER WINDOW 
BUT IN 1 HOUR! (Proven by actual time study tests.) 


SPECIFICATIONS: Seelingrill is a spot welded grill of 4” 
square steel, laid out in 6” 


ST BD ccccee Oe 
FeO i. Bae 
Ceiling Toggles — .35 each 
(6 required for 3’ x 6’) 
(9 required for 4’ x 8’) 


ORDER TODAY 





460 W. 34th St., New York 1, N.Y. 


BRyant 9-5750 
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In one instance an electric refriger- 
ator is being offered for sale by a store 
in this classification. Similar changes can 
be noted in furniture stores, grocery stores, 
jewelry stores and others. 

As far as the service station is concerned 
many have already added limited allied 
lines such as tires, batteries and accessories, 
but the mere addition of not 
enough there is a tough road ahead as 
the service station selling allied merchandise 
is competing with merchants 
who will do everything within their power 
to retain their position. All automobiles 
must contact a service station at regular 
intervals, the operator a_ steady 
stream of prospects for many items of mer- 
chandise. The 
been set up to serve automobile trafhe con- 
even to the point of serving 


items. 


these lines 1s 


experienced 


giving 


service station has always 


veniently 


the customer while he remains in the car, 
Yes, service station owners have recog- 
nized the fact that greater selling oppor- 


tunities are in store for them through taking 
full advantage of traffic. <A 
problem presents itself, however, in that few 
originally planned with the 
allied lines. Therefore 
stocking and displaying mer- 


regular daily 
stations were 
idea of carrying 


facilities fo 


Opportunities Unlimited 


By VERNON H. JONES, Manager, 


Store Planning & Merchandising Laboratories, Goodyear Tire & Rubber Co., Akron 


that gasoline 


today 


ACTS at hand = indicate 


service stations have one ot thei 


vreatest selling opportunities of all 


times This is the result of the trend to 
ward one-stop shopping convenient to auto 
motive trath 
Marketi methods are constantly chang 
nad these ( inges present new Oppo! 
tunities tor many types of businesses. What 
appe! then depends upon what action 1s 
taken by those faced with the opportunity 
( eview the background, today few 
people t the corner grocery without 
Iriy true to the extent that 
ven the need tor sidewalks 1s gradually 
lisappeari in mat suburban areas. At 
t L111¢ tim etailers located in = areas 
enera KHOW is good toot traffie loca 
tion find themselves faced with a serious 
problem parking his situation be 
mes more sertous trom day to dav, there 
) mcreasil tra flow in neighborhood 
outl ving shopping areas where the park 
ing problem has been solved 
\ll of this movement is aimed at more 
convenience to the customers who use thetr 
ttomobiles to make shopping easier \t 


he same time it is known that customers 


not like the idea of making too many 
tops, theretore more and more stores are 
itering to one-stop shopping by carrving 
irre. general lines of merchandise This 
ACTICE as been gradually taking plac« 
\ { nod ot vears and is now accelerat 


—Two views of salesroom display developed 

by Goodyear's Merchandising Laboratories to 

help service stations make available space 
more productive— 


ing. The modern drug store of today is a 
far cry from the drug store we knew years 
ago Many are equipped with the most 
modern, up-to-date facilities and now pre 


sent the appearance of junior department 


stores selling appliances, hosiery, food, etc., 
in addition to prescriptions and drug sun 
dries. Many stores of the 5 and 10c variety 


are currently selling nationally advertised 


electrical apphances and other higher priced 





Also few 
sufficient 
retail experience to 
the opportunities. 
Many operators purchase what they con- 


chandise are poor or non-existent. 


service station owners have had 


overall merchandising 


make most of available 


sider a balanced assortment of initial start- 


ing stocks, but due to their lack of mer- 
chandising know-how, stocks and displays 
are allowed to fade out to practically 


nothing. Over a period of time the more 
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de-irable items (those wanted and purchased 
by more people) are sold and the display 
neces are allowed to remain empty. Rather 
than to buy more of what is wanted, based 
on sales, the station operator frequently 
spreads out the remaining stock and perhaps 
later buys more of the slow moving items. 
salesroom which is dead 
and inactive ... slow moving and unwanted 
merchandise accumulates and dust 
the displays tend to retard sales rather 
help the take full ad- 
f all his opportunities. 


The result is a 


gathers 
an 
than to owner to 
valitage O 
stations handling 
recognized as 


The fact that service 
allied lines are not generally 
headquarters for all lines carried, other than 
gasoline, tires, batteries and does 
not mean that the opportunity 1s disappear- 


service 


ing. On the contrary the opportunity be- 
comes greater with each passing day. 
Whether or not the majority of service 


stations will ever become real factors in 
the distribution of 
chandise will depend upon their plans for 


Today 


general lines of mer- 
the future and what action is taken. 
they must make the most of what they have, 
but in the future as with any other busi 
faced with opportunity —their facili- 
ties must be improved to take full advantage 
of expanding business. This may mean a 
larger location with plenty of parking and 


ness 


la 

esroom space to take care of the every- 
day needs of customers. Whatever happens, 
the more aggressive operators will point 
the way. 


Indicative of the dealer help available to 
dav is the cooperation between The Good 
Tire & and major 

oil companies to design better layouts and 
station dealers. This 
store planning, 


Rubber Company 


fixtures for service 
service provides a complete 
merchandising and promotion program. To 
this service is aimed chiefly at filling 
needs of the greatest number of service 


he most 


helping them to make t 
Many 


small 


tations by 


ivailable facilities service sta 


tions today maintain a sales area as 
i part of the overall unit in order to present 
satisfactory front for and 
rvice activities. Actually these sales areas 
seldom 


gasoline sales 


represent considerable expense, but 
are they as productive as other areas. Most 
effort from 


gasoline and service sales areas, 


comes 


leaving the 


the productive sales 


salesroom to go along for a free ride. To 
eliminate the sales area, even though it has 
not always been used to the best advantage, 
would destroy the attractiveness and pulling 
and service. As 
to maintain 


gasoline sales 
been 


it is good common sense 


power for 
as it has necessary 
sales areas 

to put them to productive use, so that they 
n offset the expense of doing business. 
carrying out such a program the first 

step is to recommend proper facilities, such 
is fixtures and equipment, to help the serv- 
station owner effect of a 

‘er salesroom capable of displaying more 
chandise than would 
tured in such a limited space. 


create the 


normally be tea 
\fter supply 


the proper facilities the service station 
er must be furnished with merchan- 
ng and promotional assistance to help 
make the most of his present sales 


~P ibilities. 
an example see the accompanying 


[Continued on page 68] 
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a style story to tell. 








First again with display men 
It’s becoming a habit with those suave, sophisticated Beau Monde manikins. 
Once again they ‘stole the show” at the recent N.A.D.I., N.R.D.G.A. Con- 
ventions. The same chic, charm and sparkle which won such applause at Chi- 
cago and New York will make Beau Monde invaluable in any window with 






















ANSTEIN 


A Hansen tacker in your hand means extra 
time on your hands. As fast as you grip 
the handle the Hansen drives tacks or staples 
— firmly, accurately. A neat job is so much 


easier. Balanced drive speeds up displays. 


7 


5041 RAVENSWOOD AVE 


7 — 
EALIN AD EIN 





A.L. HANSEN MFG. CO. 


iG li@\clem-Tomi ae 


_" HANDS 


Merchandise display cards 
* 


show windows 
* 


wall posters 
* 


counter cards 
* 


ieee easels and columns 


one tant ACKER 


Speed dozens of jobs — like mounting 
crepe paper or corrugated board window 
dressing, fastening merchandise to display 
cards, attaching easels to counter cards, etc. 
Drives thru hard wood, thin metal. 


ASK FOR FOLDER 
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4 Obser 
These are five displays on varied subjects, proved as sales Phe 
producers under actual tests during the past autumn season. ine. 3 
For the first display, Al Pierotti, of Titche-Goettinger Com- is cur 
pany, Dallas, used a stylized tree whose leaves were tormed of NNIVE 
calico as a tie-in with the theme: “Featheroy and calico ... in Hymai 
Redwood, our Fall timber-tone”. Other calico leaves were placed the c 
here and there on the walls. uced 
Bill Campbell, C. N. Vicary Company, Canton, Ohio, won a childre 
top award of $100 in a Barron-Anderson Company display contest media, 
with the icy setting pictured above. figures 
At the left is a display by Emile Alline, Maison Blanche 

Company, New Orleans, to dramatize the “Fall Fit Parade” tor Grove 
Naturalizer shoes. Wood framework buildings painted dark gray From 
were used against a background colored with blue lights Will 
Paris was the setting for fall displays by John R. Sims, H. & 
Harzteld’s, Kansas City. Charcoal gray backgrounds were used, Mrs. ( 
together with a lamp post cut from wallboard, and French poodles stay it 
made in the store’s own display department of white shredded rade 
paper ne of 
Extremely simple are the men’s wear windows of Del Le contest 
Sage, The Crescent, Spokane \n example is seen below yvinnet 
yr, N 
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Model In Bottle 
Draws Crowds 
Crowds milled about a recent display at 
Hochschild, Kohn & Co., Baltimore, in 
der to see the illusion of a miniature 
odel parading inside a bottle of “Tabu” 
rfume. All the window space was blocked 


he 


otf except for the small area needed tor t 
iottle of perfume. Then while a model at 
ie end of the window space showed the 
window apparel, and = applied 
Tabu” lipstick and perfume, a mirror and 
reflection in 


ewest in 


ducing lens projected her 

iniature through the bottle itself. 

Guard rails had to be erected before the 
window as protection against the crowds, 
and the 
ical television station for later use. Joseph 


display was photographed by a 
Blain is display director for the store. 

Perfumes, Inc., Chicago, developed 
and it is planned to reproduce 
Already 


Filene’s 


Dana 
e display 
in other metropolitan centers. 
scheduled are showings at Wm. 
Sons Company, Boston; Frederick & Nelson, 
Seattle, and Woodward & Lothrop, Wash- 
ington. 


+ 


American Model Form Company 
Observes Thirtieth Anniversary 
The American Model 


Inc., 38 Greene street, New 


Form Company, 
York City 13, 
thirtieth 
guidance of 


observing the firm's 
umniversary. Under the able 
Hyman Wladimer, president and founder of 
Model has pro 
luced mannequins tor men’s, 
hildren’s 
nedia. The company now is manutacturing 
figures of plastic. 


currently 


the company, American 
women's and 
various 


apparel, working in 


Grovers Return 


From Bermuda 
William 


Mrs. Grover returned recently from a week's 


Grover, display director for 


Pogue Company, Cincinnati, and 


stay in Bermuda as guests of the Bermuda 


rade Development Board. The trip was 
ne of three top prizes offered in a display 
ontest sponsored by the Board Other 


vinners were Henry Callahan, Lord & Tay- 

New York City, and J. C. Hunter, Jr., 
Annette, Baltimore. The 
nade the trip by 
staved at the 


\ 
\laison (arovers 


Colonial Airlines and 


Princess hotel 


Joseph Zepel Leaves 


For Europe 


Joining the numerous displaymen and 


trade factors visiting Europe this year 
sseph Zepel will leave in July tor Switzer 
ind, France, Britain, and perhaps — the 
Netherlands. He operates Joseph Zepel Stu 
ios at 200 East 27th street, New York City 
, and is an instructor in visual merchan 


ising at a commercial college in that city 








We invite DISPLAY WORLD 
readers to make frequent use of the 
Service Bureau for information on 
resources for all types of display ma- 
terial and equipment from air brushes 
to zebras (stuffed), or for general 
consultation on display problems. No 
charge is made for this service, of 
course. 
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PLASTIC EMBOSSED CHRISTMAS DECORATIONS YOU CAN LIGHT UP! 





ES-1 Plastic Embossed Santa 


These striking creations are printed in 
translucent colors and embossed to a 
depth of 3 inches. They sparkle, shine 
and glow with Christmas cheer. Light 
them up use them inside or 














ALL PRICES 
F.O. B 
FACTORY, 
CHICAGO 
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BISHOP 


427 W. Randolph Street 


EC-2 Plastic Embossed Carola 


outside they are permanent 

weather proof washable. Put them 
to work for you this season. They 
attract attention because they are 


different. Size 1412” x aie < 
Each 3.60 


These creations are ideally suited for street 
decorations. Attractive holders are available. 
One type, the PLASTA LUMA is illustrated 
at the left. 


Send for free portfolio on Bishop PLASTA 
LINE of Illuminated Holiday Decorations. 
It’s packed with ideas. 


Also available a complete illuminated dis- 
play unit which includes one of the embossed 
heads, printed cardboard wreath, shadow box 
and light cord. Each $4.95* 


*WRITE FOR QUANTITY PRICE LIST 


PUBLISHING 
COMPANY 
Chicago 64, Illinois 
State 2-7560 








123 E. BALTIMORE AVENUE 





SIX srano NEW coors now reapy 
SEAMLESS PAPER 


IN BOTH 92" and 107" WIDTHS 
It Will Pay You to Contact Us 
Wire or Write NOW for New Color Card 


W. C. Hurlock Tue. 










LANSDOWNE, PENNA. 
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e Believe In “Jumbo” 


splays, daring in 
conception and unusual in size. is now 
being engaged in by | M. Kahn & ( 

1 the famous, nationally 
idvertised brands are sold by Dallas stores 
outstanding te show 
prestige lr] took the form of 


WINGOW dIsplavs eve 


make 
terally true the newspaper advertising claims 


“Kahn's has the 


I store sucl is 
worids greatest window display Ot Dobbs 
its the display of this merchandise 
being the first on the list It was believed 


that such display, wit! characteriza 


tion, would 1rouse interest of itself, and it 


was felt that after the great variety of shape * 


colors windows it 


and types was seen in the 
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By R. E. REYNOLDS 
E. M. Kahn & Co., Dallas 


would be clearly understood by the public that 


the windows plainly reflected the variety and 


choice to be found within the store 


In this giant display, consisting of 300 feet 


of window space on three streets, there were 
246 D hats in 20 different styles. In one 
large window was a historical display, in- 
cluding hats of earlier periods as well as 


some worn by famous men of history 


—Each of these windows is just one portion 
of giant displays. some of which occu- 
pied as much as 300 feet of window space 
devoted to a single item or brand. : 
Upper left, types of footwear used during the 
past 100 years. Upper right, details in 
the making of a Manhattan shirt. . . . Lower 
left, part of the Dobbs hat promotion. . . 

Lower right, one of a battery of windows for 

straw hat day— 


TH 





isplays 


The reception given this “jumbo” display 
followed it up at 


selling periods with 


was such that we have 


intervals at appropriate 


other giant displays . . . in each case the 
“largest in the world” of the items displayed 
\mong these follow-up displays were featured 
Botany-Daroff 500, Nunn-Bush 
Manhattan With each 


play in the windows 


shoes, and 
“in-stock” dis 

added feature 
to give additional interest: swatches of cloth, 
in the case 


shirts. 
Was all 


manufacture, and 
of Nunn-Bush 
“100 
hibiting the evolution in shoe styling and in- 
cluding this 100 
shown as 


pre CESSES of 
a large window devoted to 


years of American shoemaking”’, ex- 


historical shoes; year's 


development naturally reaching its 
climax in the Nunn-Bush refinements, which 
were clearly indicated display-wise. 
link in the 
[Continued on page 91] 


These displays, as a chain of 
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Addition To Line Xt % SHOW CARD and 
ce | S/GNPRESS POSTER MACHINE 


three-dimensional wall-coverings soon to be 
released for national distribution was _ in- 
troduced at the Store Modernization Show 
at the Grand Central Palace in New York 
Cit This new line is another step  for- 
ward by the Timbertone Decorative Com- 
pany, Inc., of the same city, in the field of 
three-dimensional wall decoration. 

All of the “Timber-Craft” papers are 
finished in extra relief. The ridges and de- 
pressions of the designs, which are part of 
the paper, create highlights never before 
attainable with other wall-coverings, it is 
said 

The line consists of four designs. They 
can be hung as is, or they can be stained 
and glazed or painted to any desired color. 
The tour designs include: 

\ striated blond which is fashioned atter 
the strias found between the flutings in an 
architectural pilaster. This design creates 
an exciting three-dimensional vertical effect 
showing highlighted ridges and deep de 
pressions. 

The Grecian blond is inspired by the dec 
orative carvings found in the ancient cap- 
itals of Greek columns. This design is 
composed of vertical strias running the full 
length of the paper crossed horizontally by 
undulating lines. 

l 


The cane weave is an unusual design in 


a cross-hatched effect simulating the hand- 
woven split rattan used in wickerwork. 
The “Timber-Craft” oak is a wood finish 
with the extra three-dimensional depth 
found in roughly hewn woods. It is avail- 
able in five’ colors. In addition to the 
blond oak there are fumed oak, English oak, 
Mission oak and African oak. 


Wine Week Promotion 
To Use Display Extensively 


Plans to convert the ninth annual National 
Vine Week next October 8th and 15th into 
nation-wide recruiting drive to win mil- 
ns of new wine consumers have been 
nounced by Harry G. Serlis, National 
Vine Week Committee chairman. 
The program now being shaped by the 
ine Week Committee aims at = giving 
n-to-earth sales meaning to the 1949 
Vine Week message: “Enjoy the bounty of 
the vine, National Wine Week, °49.” 
Striking new point-of-sale and display 
s are being produced in full color by 
Wine Advisory Board to support the 
mal Wine Week advertising drive in 
papers, trade media, and leading na- 
1 magazines. Television also will be 
along the Atlantic seaboard. Brand 
rtisers are planning to incorporate Wine 
messages in all phases of their fall 
rtising, including newspapers, maga- 
radio and outdoor postings. 
the point-ot-sale, assistance will be 
retailers in all markets in building 
Week displays that will step up wine 
e and move wine quickly into con- 
hands. Many hundreds of special 
displays also are being arranged in 
tment, homeware, clothing and other 


nsed stores. 


FEATURING: SPEED ... SIMPLICITY . . . LOW OPERATING COST 
... LONG LIFE 
Used for over fifteen years by leading national chains. Some have from 100 to 500 machines in use. 


MADE IN THREE SIZES ... WRITE TODAY FOR SAMPLES, CIRCULARS AND PRICES 












It’s Easy 


Special! a Relax! ee | 


Mothers Day 


ar = 


a ‘ entarcie And Stil Look 
BROADCLOTH , Gitt 
ADC Old Fashioned if Hunting Suits weet 
SHIRTS ony 






Suggestions 





$iO% $12" 






Smartly Styled 


J ay 


CHOCOLATES 





Lounging Robe | 
$1200 $1500 





Sth Flog, 











DISPLAY EQUIPMENT CO. 


BOX A 144 ADRIAN, MICH. 














First again with display men 
It’s becoming a habit with those suave, sophisticated Beau Monde manikins. 
Once again they “stole the show” at the recent N.A.D.I., N.R.D.G.A. Con- 
ventions. The same chic, charm and sparkle which won such applause at Chi- 
cago and New York will make Beau Monde invaluable in any window with 
a style story to tell. 








a 
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MARKET WEEK DRAWS 
LARGE CROWD 


[Continued from page 35] 


Large Christmas tree made of wood, each 


in a cluster of ornaments. 
Botanical Decorative Supply Company, 
Tubbed poinsettia plant Christmas 


branch ending 


Chicago. 
tree with green metallic leaves and red ball 
centers. Giant poinsettias in natural colors 
Large cattail group made of copper. 

Brunn & Bertheim, New York City. New 
Christmas balls with two openings instead 
can be strung as garlands; available 
Puppets at low 


ot one 


in different sizes and colors. 


prices can be built for any period or 
story Novelty papers Large three-di- 
mensional wooden stars, snowflakes, ete. 


Wooden guns and other novelties, resembling 


wire work. Flexible wood panels in two 


] 


colors 


Bulkley, Dunton & Co., Ine., New York 


City. Full line of display papers, including 
blackboard papers, metallics, Christmas 
wraps, et Lace doilies in various colors 


ind metallic finishes 

Capital Merchandise Company, 
Non-tarnishable “Sparklecloth’, 50 
wide, in gold or “Metalcraft” vining. 
“Flufftex” cloth. “Featherflock” cloth, with 

feathers adhered to it. 

ata Company, \ngeles. 
women 
finest 

\ll 

figures 
Very 
standing in relaxed poses. 
turntable 
diameter ; 


Brooklyn 
inches 


silve Le 


actual 


Car Los Complete 


I 
new line of men, and children’s 


the 
finish 


figures. Using medical gauze 


for mannequin poses carefully 


planned. Women’s wear size 12s 


masculine figures, 

\lso shown 
either 6 or 8 
2. 500 


without pinning 
selt 


available in 
holds up to 


Was a 


feet pounds ; 


this turntable was developed by Ken Wors 
ley, display manager for Renberg’s, Tulsa. 

LL. J. Charrot Company, New York City 
Large, revolving Christmas tree of foil. 
(nant mache Christmas ornaments. Three 
dimensional gingerbread men. Displayvers 
made in the form of gift packages. Large 
wreath and candle displaver. Pastel trees 
Gold and white bell sprays. 

Chelix, Inc., New York City. Santas in 
the torm of large tops. Tops in various 
colors. Large “wooden” soldier made ot 
spun glass, with a mache head. Floating 
angel of mache, with hand-curled feathers 


Santa 


Santas, 


for wings Three-sided displaver 


‘Tear-drop” figures of deer, ete 
Flying cherub candelabra 
Material  ( 


papers in a 


Columbia Display ompany, 


, ‘ 
Brooklyn, Display variety of 


patterns music staff, wheat, toys, Christ 
mas motits, snowflakes, and autumn motits 

Colonial Decorative Display Company, 
New York City. Foliage, garlands. holly 
trees with tiny red ball strings resembling 
cranberries Mica branches in pastels 
Metallic finish holly garlands. Metallic fin 
ish glass canes with ball ornaments. Bas 
metal fringe tree 

Cook & Meier, Inc., Chicago. Fall and 
Christmas set-pieces, foliage, garlands, et 


New 


metal 


York City 
tringte 


Disbrow & = Co., 
metal tubes, 


Coy 


Base base garlands 
in red, green or pastels 
up to 107 inches 


Foil 


( rattsmasters, 


“No-Seam" papers 
full 
metal ribbons 
Wreaths ot 
Wire Christ 


»n) 
Bell Santa 


wide in a range ot 
Base 


\nge les. 


colors sheets 


Los 


fabrics decorated with twigs. 


mas tree with plasti« 


drops 
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which back and forth. Mache angel 
in medieval robe, bearing tall candle. Deer 
candelabra. (Visual Merchandise Displays, 
Inc.. New York City, is handling this line 
throughout the country except for the West 


sways 


coast.) 

Jersey City, N. J. 
gar- 
dis- 


Creative Display, Inc., 
Fall and Christmas sprays, 
lands. Display units, including white 
player with orchid metallic candle and poin- 


flowers, 


settias against white leaves. 


Crystal Fixture Company, Chicago, Tilt- 
top extendable shirt and jacket displayer of 


wood and plastic. Wormy-chestnut stands, 


benches and similar units. Fibre-glass 
blouse form, corset form, and millinery 
head 

L. A. Darling Company, Bronson, Mich. 
“Traffice-flow” garment racks. New line of 
“Spritely Kids” all in action poses. Dura- 


fixtures card holders, racks and 
extensible stands. line of man- 
nequins being equipped with three arms, per- 


chrome 
“Duop se” 


mitting an added variety of poses. 


Crystalline Plastics Company, Los <An- 
veles. Metal antl wood combined in fix- 
tures: the metal is brushed brass or bronze. 


Hinged, folding table with display shelf of 
glass. Shoe displayer with panels in leaf 
shapes and having a hammered finish. 


Dazian'’s, Inc.. New York City. Fabrics 
of all types, including “Dream Garden” 
series an especially designed pattern on 


ninon available in four motifs; an example 
is one in which cupids and flowers predomi- 
nate. Sparkle fabrics, new ideas in brocades, 
satins. Christmas novelties and floorings. 

Decorative Plant Corporation, New York 
City. Winter scene surrounded by wreath 
of pine and Christmas balls, while a contin- 
uous snowfall takes place behind the light 
screen front. Revolving carousel. Fringe 
Christmas base metal. Mache fig- 
ures, 42 inches tall, of 18th century figures. 
\ll-white Santa Claus. 

Frederick 
English 
Santas 
Santa 6 
dimensions | plaques, of carolers, 
bell-ringers, or Wise Men. Street decora- 


tions. 


trees of 


Lace tree. 
Advertising Corporation, Chi- 

18th carolers, 
in miniature — of rubber. 


feet in height and in three 


CaZVO century 
genomes, 
Rubber 


-arge 


York City. 


figure of 


Mannequin, Inc., New 
Santa Claus full-size 
with a two-way communication 


Display 
lalking 
Sallta 


tem 


SsYS- 
are 
New 


set 


questions 
if desired. 


N Cw 


concealed in chest: 


answered from a distance 
stream-lined mannequins. 


irom 2 to 14 years. 


line of 
figures, 

Doerr & \ssociates, Portsmouth, Ohio 
Wire work in the form of carriages, chim- 
ney, Display units of 
Christmas tree displayer. Two-leat 


ol bov “es 


(hristmas scenes. 


wood 


screens with center portion filled with 
Christmas scenes done in wire. 

Display Effects, Dallas. Metallic finish 
branches. Pastel sprays. Expanded base 


metal ornaments. Cellophane fringe. Metal- 
lic, wood and feathers displayer. 
Kansas 


each 


Kveretts-Frederiksen-Soper, Inc., 
City book 
window, showing 
Deer head 
and heads to be used 
peering over large 
Lollipop and candy cane dis- 


dimensional series, 
full 


customs. 


Three 
enough for a 
origins of Christmas 
Santa hands 
clasping 


large 


panels. 
showing and 
gift packages. 


Silhouette trees for post treatments. 


player 


1949 


JULY, 


Favrex Designs, Hasbrouck Heights, N. J, 
Branches of welded wire covered with clear 


plastic — startlingly like ice-encased 
branches. “Multi-Mir”’, a device which 
gives multiple reflections of objects dis- 


played before it; available in small or large 
sizes. Plastic drops. Ice cake of plastic, 
extremely realistic. Stars and sheets of 
acetate covered with plastic drops. Mirror 
frames in shadow-box types, with or without 
back panels. 

Fawnfeld Decorations, Georgetown, Conn, 
White babysbreath worked into snowflake 
designs. Holly Christmas trees with metal- 
lic finish (called “Lumaglo” 
moonlight effect) which can be applied to 
practically anything they make. Sotol 
stalks, palm bark, sea grape leaves; all types 


because of its 


of preserved foliage. 


Feder Industries, Inc., New York City. 
Purple foil fringe Christmas tree. Spiral 


Figurines of expanded base metal. 
with fall and Christmas 


ree, 
Display 
themes. 


papers 


Fitzgerald Display Company, Los Angeles, 
Preserved foliage, natural wood units, cac- 
tus units, wreaths. Large 
white-tipped pine Christmas tree. Cande- 
labras and set pieces of “*DDD” finish — a 
finish made by a secret formula; looks and 
feels like parchment. 


garlands and 


Flowers of Hawaii, Inc., Los Angeles 
Fresh flowers and foliage from Hawaii, 


including ti-leaves, poinsettias, fernwood. 
The exotic material is available in numerous 
cases on a rental basis. 

Fox Display Company, San Antonio. 
“Capote” tree, 6 feet tall, natural foliage — 
flocked and with feathers and 
lights. Sprays combining gift packages and 
leat Men’s displayer in purple- 
heart cedar. 


ornaments, 
sprays. 
Angeles. 


“Formo- 
and 


Formo Displays Company, Los 
Beautifully finished Santa heads. 
selle” forms, low light weight, 


available in painted or flocked finish — flesh 


cost, 


color. 
Frankel Associates, Inc., New York City. 
Plastic Christmas trees of snowflake pattern. 
Non-tarnishable metal cloth in eight colors. 
imitation snow. Felt-sculp- 
feminine fabrics. 
Store 
New 
feathers. Ruscus 
decorated with ornaments and_ ball 
lands. Ruscus roping. Metallic papers 
“Color-Aid” papers in 200 coordinated colors 
—18 by 24 inches. 
Garrison-Wagner 
Plastic 


Santa heads of 
tured panels 
Fren-Zee 


Company, 


figures in 
Fixture 
Peacock 


trees he avily 


Equipment & 
Haven, Conn. 
Chrismas 
gar- 


Louis. 
decorations. Fall foliage. 
units, ete. metal chains, garlands, 
balls. Imported expanding paper fans, col- 
umns, and the like. Mannequin refinishing 
by L. G. Powell Company, now being han- 
dled through Garrison-Wagner. Christmas 
(This firm had 15 display rooms 
at the show, and adequate space to describe 
its products is not available.) 

Gardner Displays, Pittsburgh, 
in every form—Santa and 
ancient Oldsmobile, monkey carousel, sing- 
ing angels with moving lips, and the famous 
laughing Santa. The “Penetron’, a device 
which transmits sound from recordings 
through the display glass. 

Earl W. Gasthoff Company, Danville, Ill 


Company, St. 
street 


Base 


novelties. 


Animation 


elves in an 


— 


i 


Se 
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~W Al types of fall and Christmas foliage, dec 
f ves, Set pieces. 

a neral Display Corporation, Cincinnati. 
Heavily flocked Christmas trees and wreaths 

stels. Giant poinsettias. Foil fringe 

| hs. Poinsettia trees. Stylized holly 
( tmas trees. 

t neral Display Studios, Los Angeles. 

r Y Mache Christmas trees, anchors, cable, ete. 

t H ts of mache simulating on a large scale 


‘Be Mine” candy hearts of years ago. 
La books, pencils, and other school equip- 
\nimated Santa as a one-man band. 


\nimated Santa playing piano. Wall panel 

; with cut away center to show winter scene, 

while snow falls continuously behind the 
1 M fine screen in front. 

5 Glo-Brite Products Company, Chicago. 

Castle of “Krystalite”, the material which 

like snow blocks. Blocks, powde r, 


| BP cut-out snowflakes, Santas, snowmen, etc. 
ef H. H. Gould, New York City. Full size 
lown, adjustable to any position. Sprays, 
inds, drops. Wooden soldiers. Mag- 








5 sprays with Christmas balls.  Re- 
Christmas tree ot frosted ruscus. 
e trees in various colors. 
Greneker Corporation, New York 
‘ Cit \n all new line of mannequins with 
iB N vtex” finish and unbreakable. Weight 
12-13 pounds. Matron’s figure. New men’s | 
\ fis s in “Patina” finish resembling wood. 
: Grimes Display Service, Inc., New York 
' . aie 
| Plastic Santas on pins for window 
Blown glass figures of deer, angels, 
; Pearl sheeting (mother of pearl im 
nated in a plastic sheet) in various 
Oversize and regular size ginger 
ig cookies. Krench imported tricotine 
. | istels. 
ivid Hamberger, New York City. Wood 
istle with revolving wooden soldiers. 
roof-top and chimney, with Santa 
Base metal fringe Christmas tree. 
- about one-third natural size. Deep 
d v-box trames with medieval scenes in 
h t dimensions. | 
Mark Paper Corporation, New York 
y. fF) City. Seamless paper in 29 colors. Plaids, 
1. ¥} metallic papers, suede papers. 
S Gordon Keith Originals, Lakeview, Ohio. 
)- Wooden weathervane tie displayer. Old 
s. F tashioned pump and tub in a form of mache | 
e ‘ich 1s extremely light in weight. Repro 
k luctions of Mayan ceremonial blocks, repre- 
\ sentative of the seasons. \bstract chess 
for men’s wear display. Gift boot 
ister, paper covered to prevent chip- 
Korrect-Way Displays, St. Louis. All 
s ine of “Beau Monde” mannequins in | 
€ t vely setting which has become tradi- | 
Korrect-Way at Market Weeks. 
| » pacer’ adjustable height curved rail 
g garment racks. Wood and metal displayers. 
- fi Pole”, the adjustable height display 
i> 
1S S. Liebmann Studio, New York City. 
Ne figures with a flare at the top of one 
blouse can be draped; has small 
yn t top for suspension. Very masculine | 
nf! heads. French paper finish heads 
z- t ng necks. 
1S lon Displays, Pittsburgh Stained 
re gS window done in metallic crepe = in 
gs v-box frame .. . 42 by 48 inches, but 
le in other sizes. Block displavyer, 






[Continued on page 79] 
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SETS THE STAGE 


/ For SALES 


mal! 


THE MODERN WOOD WITH SCULPTURED BEAUTY 





PLYTEX helps you STOP the eye . . . and 
START the Sales! This beautiful new sculptured 
plywood gives your displays the freedom never 


before possible with even the rarest of woods! 


* 


PLYTEX is versatile. The large 4' x 8’ panels 
are equally attractive for walls, backgrounds, 
islands, counters or windows, and can be fin- 


ished naturally or stained, painted or lacquered. 


* 


PLYTEX is inexpensive. For all its beauty, 
PLYTEX costs only a few cents more per foot 


than regular 1%" plywoods. 


* 


Send for FREE sample of Plytex TODAY. 
See for yourself the unique beauty of 


this unusual wood. Write to 


National Distributors 
AETNA PLYWOOD & VENEER CO. 
1731 Elston Ave., Chicago 22, Ill. 


DAVIS PLYWOOD CORP. 
12555 Berea Rd., Cleveland I1!, Ohio 














Utility 
Merchandiser 


An open display unit for window or interior 
ledge trim. 


HEAVY WOOD CONSTRUCTION 
FINISHED IN WHITE 


Unit van be used in many different positions. 


4" wide — 10" deep — 48" high 
WRITE FOR PRICE 


Quensell Displays Inc. 
71-23 Austin St., Forest Hills, N. Y. 








WHEN WRITING ADVERTISERS PLEASE MENTION DISPLAY WORLD e 
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Registered U. S. Patent Office 
Combined with 
MERCHANTS RECORD & SHOW WINDOW 
Issued on the Fifteenth of Every Month by | 


THE DISPLAY PUBLISHING COMPANY 
Cincinnati, Ohio 








Title 





H. C. MENEFEE, President, 
NATHAN SILVERBLATT, Manager, 
R. C. KASH, Editor. 


OUR PLATFORM 
1. The Promotion of Display. 


2. More Display Cooperation by Manufac- 
turer and Merchant. 


3. Advancement of the Display Business. 


Practical Service to the Display Profession 
and industry. 


5. Greater Appreciation of Display's Power in 


Merchandising. 
| 6. Absolute Independence of Our Editorial 
Columns. 
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‘49 Will Reward 
The '49ers 

In these davs when. the AaAVCTARt store 
management is looking askance at display 
expenditures, the following comments by 
Howard P. Abrahams offer a challenge to 
short-range thinking. Abrahams is manager 
of the Sales Promotion Division and the 
Visual Merchandising Group of the Na 
tional Retail Dry Goods Association and 
this talk was delivered before the Syracuse 
\dvertising Club 

What has happened to the American 
spirit of pioneering What has happened 
to the American business man This vear, 
of all years, the one-hundredth anniversary 


of 1849 and it’s ‘49ers, is a strange time to 


be gloomy 


One hundred vears ago, men lett them 
yobs in Eastern factories and stores, farmers 
lett their plows and sailors left their ships 
to go West in search of gold and fortunes. 
Some struck it rich. Some didn't All of 
them, however, quickly learned that it 
took brawn and brains to secure the for 
tunes they were altel 

Today, as in 1849, we are faced with 
great problems. Many business men among 
us, accustomed to easy wartime sales, find 
that the going is not so easy They are 
shedding crocodile tears for a new kind oft 
“goood old davs.” the davs when war and 
postwar competition did not exist The 
man who eets the most votes, in) many 
country club popularity contests, 1s the man 
who does the gloomiest ervstal ball guess 
11 Let us. see \\ it is bothering these 
prophets ot des 

1) Inventory profits are ove During 
recent vears, vou merelv had to sit on vour 
miVventorics il they would increase 11 
value No more! 

2) The huge pent-up demand has about 
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ended. We are in a buyers’ market. In 
most communities you can get a new house 
at once. Household appliances are avail- 
able for immediate delivery. Even most 
automobile dealers can give you the car 
you want, in the color you want, and with 
or without accessories. The backlog of 
demand for these, and hundreds of items 
has disappeared or is about to evaporate. 

3) We are in a_ replacement market. 
People, according to our Calamity Janes, 
are not buying new items. They are only 
buying replacements. This reduces the po- 


tential sales possibilities. 

4+) Prices have receded. Some may drop 
more. You can even get a good shirt in 
New York for $1.59. Nylons are even 
available at 79%c. Go into your grocer) 
store for week-end shopping and you'll 
have some change left out of your $10 bill. 
You find that prices have eased in almost 
every area. 

5) Sales are off. There is hardly a better 


barometer of economics than the retail in- 


dex of business. According to the Federal 
Reserve System, department store sales are 
off 3 per cent for the first five months of 
the vear versus the same 1948 period. 


We don’t have to be students of economics 


to debunk this pessimistic philosophy. We 
only have to analyze each of these points 
and find the facts. 

1) Inventory profits are over. When in 
the past did we concern ourselves with 
making profits on inventories? We have 
always believed a system where we made 
and sold and made and sold. Quick 
turnover has been the American way. 

2) and 3) Pent-up demand is over. We 


are in a buyers’ market, a replacement 
market. That is normal in American busi- 
We have always grown and prospered 
Take the 
It was a typical 
highly 


Ness. 


during such market conditions. 
late 
normal, 
petitive 


To meet 


20’s as an example. 


replacement, buyers’, com- 
market. 
situations 


thinking. Un- 


today’s competitive 


we must return to competitive 


fortunately, too many organizations, re- 
tailers too, have people in important posi- 
tions who never worked in a competitive 
era. They do not know how to cope with 
it. Every store in the country, for example, 
has a large number of buyers appointed 
four, five or six vears ago. <As_ buyers, 
their main function is to buy. These buyers 
began their careers and lived in a_ period 
when they didn’t have to sell. They, along 
with other store people, must learn to op- 
erate in 1949 competitive conditions. [ have 
heard many business men indicate that 
they were going to seek executives of 45 
to 50 years of age, men who lived through 


their organi- 
Those men, 
meet ‘49 


hard selling periods, to head 
zations and their departments. 
they feel, have the 
problems. 
4) and 5) 
This is the 
this slim 
lower consumer prices 
that stores are 
items, than last 
because traffic is the life 
This is healthy 
with larger 
have actually 
proportions. 
that 


knowledge to 
and _ sales 
laugh of all. 
volume 
1948. 
sell 


yCar. 


Prices have receded 


are off. biggest 
Tied on 
we find 


decrease in sales 
versus 
This means, obviously, 
units, 
healthy 
retailing. 
that 
inventories, 


nme more more 
This 1s 


blood ot 


it means 


because 
than 
reduced 


stores, 
average 


inventories to sensible This 


because it means more 


is healthy 
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people are buying more things, more stores 
will have to buy more merchandise for re- 
placements and more people will have to 


work to create 


more items. 
Let us look at the nation’s retail sales 
over the past 10 years: 
1939 42.0) billions 
1940 46.4 billions 
194] oo20 billions 
1942 57.6 billions 
1943 67.3 billions 
1944 69.6 billions 
1945 76.0 billions 
1946 100.8 billions 
1947 118.3 billions 
1948 129.9 billions 
In 1936 the country spent roundly 38 
billions at retail. By 1946, that figure had 
skyrocketed over 100 billions. In 1948  re- 


tail sales topped everybody's imagining by 
an all-time high of 130 billions. 

To quote Alan A. Wells, my 
and the nationallly 
head of Kaufmann’s of 


predecessor 
sales promotion 
Pittsburgh: “Surely 


famous 


such a spectacular rise is, in itself, ab- 
normal. It follows that the peak otf such 
a rise can not be sustained can not be 
regarded as the level for future operation. 
There must be a plateau, somewhere below 
the peak, on which retail volume for this 
country will sometime soon establish itself, 


We 


appear to be, at this very minute, in 
one of those adjustment periods nothing 
sharp or sudden or shocking, but a visible 


leveling-off.” 


We are seeing that leveling off, that 
plateau which Alan Wells talks about. | 
am sorry to intorm the Gloomy Gils_ that 
today’s plateau is only 3 percent under the 
amazing all-high retail sales volume per 


formance of practically 130 billions — of 
dollars. 
That is the true picture. I hope I have 


not over-simplified it because there is a 
definite problem. It 1s the problem ot harder 
selling in a_ highly typical 
\merican market. 
When the 1849’ ers 
ting gold out of the veins they 
to the “panned” a little 
We skimmed off the sales in the 
easy-selling vears and we must pan 
get 1949's 
same 


competitive, 
skimmed the easy-get- 
turned 
harder. 
recent 


much 


rich 
streams and 
have 


sales. 
industries, 
prospered because 


harder to 
In these 
retailing, 


including 
people insisted 
able to. shrink 
percentage-wise, to 
On total promotion, 
million dollar 
spent 3.45 per cent ol 
their sales in 1943. It was back up to 4.01 
per cent in 1946, climbed slightly to 4.19 per 
cent in 1947 and probably a little more in 
1948. That means that in 1946, the average 
5 million dollar store spent $200,500 in pro- 
including newspapers, radio, 
salaries, etc 


years, 


on buying. Hence we were 


our advertising budgets, 
unbelievable lows. 

stores in the 2 to 5 
volume, for example, 


sales 


motion expense, 
direct mail, display production, 


In 1939, the same store spent 5.10 per cent 
It spent $255,000 or $54,500 more, which 1s 
actually over 20 per cent more. Stores were 


glad to spend that amount to secure their 


5 million dollar volume. 


Today, we are allowing store and other 
industry controllers to booby trap us into 
thinking that we can secure 1949's buy rs 
market sales volume with 1946's — sellers 


market advertising percentage expenditures 
You can't do it. 


Advertising, the 


Sales expense has climbet 


super salesman, must be 
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reased too 1f we want to sell the amount 





merchandise which we must in 1949. 

vetailers and manutacturers can _ not 
st along on the skimpy war and postwar 
rtising appropriations. For today’s log- 





expenditures we must look back to our 
buyers’ market expenditures for our 
For stores in the 2 to 5 million dollar 





cket we required over 25 per cent more 
ertising expenditures in pre-war 1939 
postwar 1946, 
at is our clue. However, it 1s not 
rule. Retailers, along with other adver- 

















rs have learned advertising efficiencies. 
have learned how to make the adver- 
dollar go much further than ever 
ire. A midpoint compromise seems the 
rical answer. 





| feel that an immediate 10 per cent aver 
increase over current advertising appro- 
riations is needed to meet today’s business 
ditions and maintain current volume 
Many alert stores are doing this. They 
re orienting their plans. [I know one major 
iler that has upped its appropriations 
to 7 per cent. I know others where the 





ry > 


\ 


NAIL PANELS 


faster! 


Automatic magazine-loading Spot- 
stapler nails wallboard, plywood, 
pressed woods and light metals 
without hammer marks. Spot- 


ncreases are even greater than the 10 per 
[ mention. It is the only way for 1949, 
However, increased advertising expenditures 
means money. What to do with our 
and our actual advertising is where 





pay off comes. 

Retailers today are using ways to get the 
maximum selling impact from their adver 
tising. Manutacturers can learn by observ- 
ng the retailer in action. 

Here are some of the things retailers are 
doing to achieve 1949 sales: 

l. Buyers are no longer “big operators.” 
Since it is difficult to foretell sales with 100 
ver cent accuracy they have reverted to their 

war methods of buying in smaller quan- 


. testing results and re-ordering if sell- staplers either countersink or flush 
pays off. In that way the buyer reduces A 
downs and inventories. drive. 











) 


2. Buyers are holding to key resources to 

secure the merchandise which 1s best in 
. o e i 

ts line lor the customers oO! their stores. 7%" Y," a Y," ¥,’ Wri fe fo r B ulle tin 


Stores are increasing basement and 





leet shop promotions to meet the demand 


tor more popular priced merchandise. 
+, Stores are stepping up their programs NIN a 
ith hard-hitting promotions or appeals UL \ 
| - 
G o) 


on special values. Alert manufactur 
re cooperating with retailers and are 






ng special values available. This does | e ° 

mean that the smart merchandiser is | 1218 Sherman Avenue, Evanston 8, Illinois 

iming “sale” on the top of every promo- 
The magic of that word is quickly lost 








over-used and the store’s character is 
ticed for a fast dollar. 





Stores are watching their timing of 





Preserved Materials 


FOR FALL — TRANSPARENT OAK: In Two-Tone Orange and 
leihes Si: Minko Melita Che: <ceianiaicte-Aicaen Yellow, also White. PRESERVED OAK: In Brown, Red, Green 


s they are ready to buy, the advertising FOR CHRISTMAS — Lycopodium and Italian Holly Wreaths 


not hope to give maximum efficiency. 


andise and merchandise events. We 
ike to jump the gun when we have a 
and interesting item; but if we offer 


: & Roping . . . Preserved and Flameproofed. In Green — 
s are studying buying patterns, their 





ind the nation’s composites as indicated In Something New — Metallic Colors and Flocked 
NRDGA Sales I romotion Calendar. PRICES ON REQUEST JOBBER INQUIRIES INVITED 
Stores are putting their emphasis on —_— = : = : = 
— = ——_——— ————EESSESs 





ellers They are betting their promo ng en 
money on items and departments which & DISPLAY PRODUCTION CENTRE fac 
, 
Estimates indicate that 70 per cent “Headquarters For Display” 
[Continued on page 84] 51 WEST 35TH STREET * NEW YORK CITY 1 


] se 


onsumer indicates as wanted merchan 
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VIRGINIA ROEHL 
DISPLAY NEWS SERVICE 
47 West 57th Street 


NEW YORK 19, N. Y. 
PLAZA 3-5968 


Complete 
photographic files 


Window 

and Interior Display 
Service for Department 
Stores and Specialty 
Shops — mailed weekly 


Reprints 
always available 


at moderate prices 


Studio Still Lifes 


Complete 
information and samples 


sent on request 
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Sears Big Window 


the vast dimensions 


biggest display 


OV’ to Cope with 
ot the 


world is the problem 


window in. the 


of Bob Ke ssling, 


display director, and his staff at Sears, Roe 
buck & Co., Baltimore The logical answer 
they have worked out is to deal with the 


space as its mammoth scale deserves, to 
of each display a spectacle which will 
serve to hold the interest 


While this enables the display staff to plan 


make 


Ol shopper e 


on a scale impossible tor those in- stores 
with ordinary windows, it does have its 
headaches. Big scenes demand infinite d¢ 
tail, much construction, the lining up ot 
props which will be in proportion to the 


the 
sometimes 


setting, and 


mtr 


icatt 


requiring 


great weights and bulky 


changes are not 
understood. 

Here are three 
Baltimore. The size 


appreciated at a 
that for the 


installation itself 
the handling 
objects Windoy 


frequent, as can easily be 


displays f 


ot the 


glance 


wit 
when 


back-to-school display 


} 


rom pears 
idow can be 
it is said 


Kessling 


a reproduction ot 


1 two s-toot 
le entrance 


mounted on 


built within the space 

Sears store front, complete witl 

windows on each = side of tl 
Mannequins took the part of shoppers paus 
ing before the store, one being 

a motoreyvcle at the curb. 
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Seattle Displayman 
Visits Cincinnati 
\ visitors to the offices ot 


I laré Id Me I zaren, 


\mong recent 
[ISPLAY WORLD was 
play director for The Bon Marche, 
ttle. McLaren was en route to New 
< City to study suburban store develop 
nts there, since The Bon Marche is soon 


rect such a unit. He returned West via 


icago in order to attend Display Market 
Winners Made Known 
In Revlon Contest 
a display contest sponsored by Revlon 


first prize and $500 
following in their 
Tony Ci 


‘Touch of Genius”, 
been awarded the 
respective store Classifications : 
la, Halle Brothers, Cleveland, and John 
W. Creasy, S. H. 


Roanoke, Va. 


Heironimus Company, 


“Gyro-Lite" Announced 
By Swivelier 
\ recessed lighting unit with a 90-degre¢ 


vertical adjustment and 360-degree hori 

ntal adjustment has been announced under 
the name of “Gyro-Lite” by the Swivelier 
mpany, Inc., 30 Irving Place, New York 


recommended by 


It is particularly 


Cit 3 
the company for window and interior dis- 
p! purposes. Descriptive literature may 


id on request. 


Giant Trade Fair 
Set For Detroit 


Detroit will be the scene of the 
national trade fair to be held in the United 


first inter- 


States, with the city welcoming an estimated 
7,000 businessmen expected to attend from 
16 countries benefitting from the Marshall 
Plat \ wide variety of products from 
these countries will be on display. Those 


promotion Ot the fail 
of Detroit, headed by 


sponsible for the 

) industrialists 

John Coleman, president of the Burroughs 
\dding Machine Company. 


Opens Own Studio 
In Honolulu 


(a Hoover 
display studio in Honolulu, offering a service 


Payne has opened his own 


keved especially to those businesses which 


not have adequate personnel and material 


for their display needs Formerly with | 
Pacific Display Company, of the same city, 
Payne is also instructing a class in display 


at the Honolulu School of Arts 


Downtown Location 
Opened by Hamilton 


if rmerly located in Minnesota street, | 
Indianapolis, Hamilton Display Mfg. Com 
I has opened a downtown. office and | 


> at 226 North Indian- 
4. The 


ts and advertising displays 


\labama street, 


firm designs and builds ex 








Don’t forget—send in your news 
items about all happenings in the 
display field: births, deaths, marriages, 
changes of position, anything pertain- 
ing to display or displaymen anywhere. 
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You've seen them at 
the Fashion Fair, 
the Lingerie Shows, 





in Fifth Avenue stores and 
in smart display windows that 


attract attention everywhere. 
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All created by Manhattan Mannequins, Inc. 





A MANHATTAN MANNEQUINS ne 


119 Prince Street, New York 12, N.Y. * GRamercy 3-3868 


Write for descriptive literature or further information. 


FASHION FAIR MANNEQUINS 
MULTI-QUINS 
KIDDI-QUINS 
© REGULAR WOMEN'S FIGURES 


REGULAR CHILDREN'S MANNEQUINS 
“MULTI-FIT WIGS" available on all our models. 
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USE THE 


OPPORTUNITY 
| EXCHANGE 








For any WANT AD purpose: 
POSITION WANTED 
POSITION VACANT 

USED EQUIPMENT FOR SALE 
REPRESENTATIVES WANTED 


a 
$3.00 Per Column Inch— CASH WITH ORDER 











Use the Original, Quality 


SLEEVE FORMS 
SHIRT DICKIES 


Also Detachable Ties 


Top quality — made entirely of virgin 
material — but at no extra cost. 


THERE ARE NONE AS GOOD 


The Originator—Established Over Thirty Years 
215 West 40th St.. New York City 18 
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nutactured bv 


ew York 


Wilke 


COMSISts Of a SIMDIE r 


rtonm is mace 
}imen’s ot 


and counter displays for the 


Miteriotr 


window 


formulated tones 





Late Developments 


At The Point-Of-Sale 


the Krueger beet 


display 


ywoard 


pomt-ot-sale Cam 


reprodu¢ 


phe d cardl 


Krueger beer in a 


silver 
bottle 


( ube s 


ve-catching ~~ 
appears full of 1c¢ 
covered witl realists 
Designed and manutac 
eman Company, Long 
Newark brewery 
Kruegel displays for the 
i man and girl befor 
hieldstone, 


“K-Man”™ holds 


ce of simulated 


display 


photograph ot 


Isa seashore 
taking a 
value 


ippeal and display 


new folding cartons ce 
Robert Gat 


Wilker 


“Mc Ke nzi¢ “ 


City, for 


"S new line of 


trademark 


MiuCcesS a NCW 
Gaair, which wall be used 
Brothers Company ad 


] lement 


and two boys wearing 
brand name shown be 


maroon and gray, with 
colors blend with the 
decor The two-piece, 
In two sizes to 


of pajamas ot different weight 


bo s’ S1ZeSs. 
new 
novel uss 


paint make 


vourself” theme of — the 
and newspaper advertis 
larmomized colors in_ the 
piece in tull color 


olor chips of the tet 


available, with a 
which the paint dealer can 
sponges, or other painting 





is the type of display being used currently by the new Bond Clothing Company store, 
Harry Meyers is display director— 


Chicago. 
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fact that the 
matching 


Two sidecards. stress. the 


paints are made in exactly gloss, 
gloss and flat 


In addition to the 


sem finishes. 


window material, a door 
come in and 
“Helptul Hints 


made 


passersby to 
da booklet, 
ainting,” 


poster invites 


get tree copies of 


on Interior | which is avail- 


able within the store. 


For use inside the store there is an un 
usual color-selecting device by which a 
customer may try out the Way any two ot 


would look in ad 
dials at the 


with “pie-cut” 


] - 
COLOTS 


the eagle Pichet 


joing rooms Large side of 


thre display are painted 
colors By rotating 
dials thr to the 
any two tones appear on the 
hall and the 


the display 


shaped areas of the 


Visitor store can make 


these 
walls of the 


front living room pictured on 


Furniture and drapes, pictured in full 


color in each room, can thus be viewed 


igainst the 
possible 


show 
Picher 
such a 


sample backgrounds to 


what 1s with the Eagle- 


paints. Each tone is formulated in 
way that it 


in the line, or 


can not clash with other colors 


with brighter, more intense 


colors used in furnishings. 


items were made by 


while the 


Phe window display 
Zipprodt, 


color 


Inc., of Chicago, counter 
turned out by 


ot Cincinnat.. 


selector was Hennegan 


Company, 


Moxcey Heads Display 
For New Store 

Gordon Moxcey, formerly 
Ltd... New York City display consultant firm, 
Bloomingdale's as display 
unit at Fresh 


with Tom Lee, 


has joined with 


manager for the store’s new 


Meadows 


Studio Offers 10-Day 
Mannequin Renovation 
Melander Brothers Studio, 4232 
Duluth 7, 10-day 
ice on Mannequin renovation. The company 
built 
upon request. 


Grand 


ivenue, is offering a serv- 


furnishes especially mannequin crates 


for shipping, Full details are 


avatlable direct from the firm 






























Your New Y 
BUYING GUI 


ALLIED DISPLAY MATERIALS, INC, 
Display Novelties, Materials, Accesso 
65 Madison Ave. MU 5-6487 

ARTS AND FLOWERS DISPLAYS, INC, 
Artificial Flowers, ¥@liages, Novelties 
43 West 56th St. Ci 27-6848 


BLISS DISPLAY COR 
Display Promotion 
460 West 34th St 

BONAFIDE DISPLy 
Artificial Flo 
61 West 37th” 

THE L. J. CHA 
Artificial Flay 
36-38 West 37 

COLONIAL DB 
Artificial | 

70 West 






nimated Displ 
9.5750 

DECORATI 
, and Plants 


































DECORATIVE - 
Artificial | joratio 
- 136 West 





DISPLAY 

Coroné 
147 We 
FERRIS SH 

Wire 
45 Gr 
FRANKE 


THE GRENE 
Manne 


"Mannequins, a? re 
119 Prince St. GR 3-3868 

MESSMORE & DAMON, INC. - 
Animated Displays, Itinerant Displays 
400 West 27th St, CH 4-1842 


NATURAL CREATIONS 
Artificial Flowers, Display Decorations 
233 Fifth Ave. LE 2-2377 

NAT SIEGEL, INC. 
Mannequins, Display Fixtures and No 
39 West 37th St. WI 7-8485 on 


RESULT DISPLAYS, INC, : o 
Plastic Display Trays and Hangers _ 
503 West 33rd St. LO 3-5900 ‘ 


TIMBERTONE DECORATIVE CO., ING 
Display Papers 
324 Lafayette St. WA 5-6167 


D. G. WILLIAMS, INC. 
Mannequins, Display Fixtures and N. 
498 Seventh Ave. LA 4-4069 


Save Time . . . Get More Ideas 
Do Your Display Shoppik 


































Think firs 


want th 
matter w 
this is tra 
world, w 
stantly ¢ 
this field 
Moke it 


done in 







Think first of New York when you 

want the newest in display, no 

matter what your requirements. For 

this is truly the display center of the 

world, where famous firms work con- 
stantly to bring you all that's latest in 

this field. Planning a trip to the market? 
Moke it New York, where you can get more 
done in shorter time. 


BUY FASTER: EASIER ‘BETTER in NEW YORK 
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You'll reap a bumper crop of dol- 
lars with Fall merchandise displayed in 
Sherman settings. Every Sherman display 
does the work of many harvest hands when 
it comes to bringing in the sales! 

New and colorful pictorials ... new 
continuous autumn designs ... new photo- 
graphic window streamers ... new seasonal 
valances and cut-outs... PLUS a truly 
distinctive Baroque edging . . . AND, of 
course, your old stand-by CORRODEK 
ideal for speedy, inexpensive and novel 
backgrounds. 


See this new line at your display dealer 
; Or write for 
Free Fall-Winter Display Guide 


Shcimen 


PAPER PRODUCTS CORPORATION 


Newton Upper Falls 64, Massachusetts 


LOS ANGELES + NEW YORK + CHICAGO 
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Independent Retailers’ Show 
Stars Plastic Mannequins 

Dave Ross, of Alix Manni, Inc., manu- 
facturer of plastic mannequins at 855 Sixth 
avenue, New York City, reports that his 
figures were featured exclusively at the 
Independent Retailers Syndicate, Inc., fall 
fashion show held at the Savoy Plaza hotel, 
New York, on June 13. \Ithough | live 
models were used as well, the styles pre- 
sented were shown on mannequins also in 
order to give those attending the event an 
idea of how they would appear in displays 


Hudnut Exhibit Stops Traffic 
At AMA Convention 

Phe Richard Hudnut exhibit pictured be 
low stopped traffic at the American Medical 
\tlantic City this 
vear. Over 7,000 visitors were registered at 
the Hudnut five-day 
session (June 6 to 10) and three policemen 


\ssociation convention in 


exhibit during the 
were required to handle the crowds 

Phe display which attracted all this atten 
tion was by Leshe Dorsey, display director 
for Hudnut, and featured two store interiors. 
One was a reproduction of the first Richard 
Hudnut drug. store 


at 925 Broadway, the 


first drug store in) America to. sell cos 


metics. Phe other showed a modern. store 
inter1ol 

Beauty preparations that were popular in 
IS8O) (some of them museum pieces) were 
shown in a Victorian setting. Among them 
Hearts’, for perfuming the 
Knamel”, theatrical make 
“Sea Shell” 


were “Floral 
breath; “Artists’ 
up: “Wood Violet” tooth wash; 
tooth powder; “Milk of Cucumber” cream; 
“DuBarry” perfume; “Violet Sec” cologne ; 
and early nail treatment products as well as 
one of the first lipsticks and compacts. 

The other 
modern display of the new 


section of the exhibit was a 
packaging ot 
the “DuBarry” beauty preparations. “Du 
Barry” is one of the few nationally known 
treatment lines accepted for advertising as 
“hypo-allerginie”’ in the Journal of the 


\merican Medical Association. 
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The doctors, as well as their wives and 
other visitors to the exhibit, were fascinated 
by the graphic presentation of the quaint 
and charming toilet preparations of the 
1880s and impressed with the high standards 
of safety, purity and uniformity to which 
Richard Hudnut today in the 
manutacture of every product. 


conforms 


American Airlines Offers 
Travel Posters 

Ten colorful travel 
poster form are now available for display 


foreign scenes in 
purposes on request from Howard F. Steg: 
mann, American Airlines, 122) [ast 42nd 
street. New York City. The pictures ar 
24 by 30 inches. 
Background 


screens are also available, 


but on a loan basis. Each screen consists 
of six panels, each 7 feet hie! DY 2 feet 
in width. The panels are huged in pairs 
and may be so used, or they can be used as 
a six-panel screen. The panels are exact 
reproductions in 12 colors of American Atr- 


lines’ travel folder covers 


Exhibit Builders Learn 


Insurance Facts At Clinic 

The Exhibit Producers and Designers As- 
sociation held its first clinic following th 
May meeting at the Shelburne hotel, New 
York City. 
a means of obtaining information which wil 


The clinic plan was adopted as 
be converted to additional benefits for cus- 
tomers of the 
subject of insurance was decided upon as 


member companies. The 


one of great interest to all and one which 
has received least attention by exhibit 
builders. John C. Weghorn, president. ot 


the Association of Local \gents of thi 
City of New York, led the 
assisted by Frank Rogers and 
Amann, also of New York City 

Weghorn urged the 


discussion, 
Stephen 


members to make 


certain that their insurance agents are com- 
pletely familiar with all the facts connected 
with exhibit production. 


He examined busi- 





—This exhibit display by Les Dorsey, display director for Richard Hudnut, drew more than 
7,000 registrants at the American Medical Association convention in Atlantic City— 
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ss contracts into which exhibit builders 

ter and pointed out that he understood 

it “all of you enter into contracts pro- 

ling the terms under which you create FOR DEPENDABLE ACTION USE THE PATENTED 

sperty for exhibitions. In a large measure 

ir insurance problems will arise out of GREGORY MOTOR F 

se contracts”. OR YOUR DISPLAYS 

Veghorn added that the question of lia- 
ind termination of responsibility when 


exhibit was completed constituted a 44 99 
Jem. “You can’t always assume that 
rance coverage at your premises alone 


ufficient.” he stated. “How about prop 


in transit or on exhibit location? Even 
ou shift the responsibility to a_ third 

the truckman for example, perhaps All the following displays are made with sturdy wood frames. The 
rs is still the prime responstbility, Atte are operated by the Patented Gregory Motor with its long record of 


the liability of the custodian may be 


ited by law, or his financial ability may real dependability. 


uncertain.” 


T11¢ 

e discussion period was fruitful, with = : ; = a — 
al dublin inmetinias seated G 502 Yes There Is A Santa Claus” is 45” wide, 35 
nsibility of carriers was defined as tol high and 5° deep. The cost is $42.50 each. 


s: Carriers could not be held responsible 
damage to an exhibit unless there was cies ; ; at, ; 
ternal evidence of damage to the shipping G 502 Santa And Reindeer” is a light and action 


ise or unless the carrier's receipt was display. It is 48” wide, 33” high and 5” deep, costing 
ned with a notation that the exhibit was POT 
a wit 4 notatio t os : r ) . $35.00 each. 
ived in imperfect condition. It was the 
xperts’ opinion that this type of loss, 11 
collectible, should be considered as G 504—"Santa’s Workshop” is 84° wide, 36” high 
oO h S a) ( 10 busi SS 3 . ~~" . . ph e ° . 
t the cost of d ness and ges and 5° deep, made in two sections. The shipping size 
sum total of such losses sustained in , a sd 
i ‘ Dy . enat ia S7! ae 
course of a year would hardly justify is 36x42x10. The cost is $75.00 each. 
premiums paid for such coverage It 
was stated, however, that it is possible to G 505 —“The Night Before Christmas” is 29” wide, 
ve special policies written for a particular ” is e . eee 
a ee eee ging a 18” high and 5” deep. Costs $17.50 each. 
ipment \s a solution, it was suggested : 
it contracts with clients be made on an 
b. basis. (, 506—“Loading Santa’s Sleigh” is 48° wide, 33 
oss of use of an exhibit due to lat high and 5” deep. The cost is $35.00 each. 
very of exhibit material could not. be 
vered bv a policy, one ot the specialists an Wh os ” 
ied. ‘Angin 0 wes the Senin of cad al G 507 Santa Trims The Christmas Tree” is 48 
experts that the contract should protect wide, 33” high and 5” deep. The cost is $35.00 each. 


manufacturer by an exemption of ha 


for loss caused bv strikes, war, Act 


God, etc. It might be wise, they said, ALL PRICES ARE F.O.B. OUR FACTORY 


for exhibit companies selling exhibits on a 
vered and erected price to have contracts Prints of all of these displays will be sent on request. 
irating responsibility from manufacture 


with that of installing the exhibit. 


he subject of loss by fire was discussed 
In the opinion of one of the specialists the oS REGORY na OTO RS, Inc. 
responsibility was that of the exhibit builder 

material stored on his premises, even 320 BRIDGE STREET BROOKLYN - : ; 


ugh the tithe had passed to the client, 
much as the exhibit builder has a 








rehouseman’s responsibility, though he 
not be paid specifically tor the storagt for the 
Dies USE THE 





It was further suggested that all clients | k 
reminded to have sufficient coverage for OPPORTUNITY EXCHANGE new 00 a Mg 


exhibit material since it becomes a 


, = 
pits ] 1 St ‘nt oO tl ir art. l WI S 
! il Inve men n ir pal For any WANT AD purpose: display 


he clinic was so successful that similar 





etings are to be held, with experts in tl 


Ss 11¢ 


; ‘ beiesey POSITION WANTED POSITION VACANT 
ls ot photography, lighting, ete., being ly : 
eRe ee oe See USED DISPLAY EQUIPMENT FOR SALE Vide WO Y 


aa 7, t f 
REPRESENTATIVES WANTED i ietmtiats ate: 


Diecrafters Offers , ? 
Display Blanks ‘. arranjay s WIZS 
34 West 20 Street 


Mie-cut display blanks, ready to letter. 
° e ' Pa | 
t-easeled and available in several dif- $3.00 Per Column Inch —CASH WITH ORDER New York, New York 
CHelsea 3-8349 


ent designs are being offered the field by 
Diecrafters, Inc., 36 St. Paul street. 


chester 4, N. Y. @ PLEASE MENTION DISPLAY WORLD WHEN WRITING ADVERTISERS @ 
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DONT 





YOUR DISPLAYS 


enjoy famous 
"Sun Protection 
plus Visibility” 


WITH hnfpa - Chem 


TRANSPARENT SHADES 

This ‘miracle material’ actually 
shuts out fading FAVS 36.05% lets you 
turn display merchandise into prof- 
itable sales instead of costly losses! 
AND — economical, long-wearing 
Infra-Chem Transparent Shades fit 
inside windows. No awnings or can- 
vas strips needed .. . shoppers get a 
clear view of your best advertising! 

Get fui facts on profit-boosting 
“Sun Protection plas Visibility.” 


Mail coupon or write TODAY! 


FREE 


§ YES—Rush me new brochure, samples of 
Infra-Chem, and estimate data. All 
without charge. 


SAMPLES 
BROCHURE 


ESTIMATE 











NAME POSITION 7 
STORE NAME ©. aaa 
ADORESS — -¢.955 (497) 


RANSPARENT SHADE CO. 
501 N. Figueroa St., Dept. 107J 
Los Angeles 12, California 


*CAUTION: Infra-Chem is our secret, 


exclusive process. Beware imitations! 
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NEW YORK WINDOWS URGE 
“BEAT THE HEAT" 


[Continued from page 33] 


\t Saks-Fiith Avenue, we go back to the 


beach theme. Display Director Sidney Ring 


showed lavender bathing suits on a row of 


abstract torms, sand finished and lashed 
ship shape with hemp ropes to the floor and 
ceiling This simple presentation helped 
customers size up the whole collection at a 
glance and make their choices accordingly. 
\lso, one color was contined to each of the 
six windows similarly handled. The manne 
quin paraded a mauve sponge poodle, wear 
ing his own pair of white rimmed sun 
glasses. The wall was blue and the floor 
partly covered with fairly large chunks of 
white quartz 

In another window at Saks a girl in a 
lilac dress looked as cool as the wisteria 
overhead as she sat on a garden swing, 
which was of unusual design with pulleys 
at the sides and made of wood, white enam- 


eled. Further, it was bound with plastic 
material simulating leather to prevent snag- 
ging of stockings and delicate clothes on 
The floor was painted to re- 
semble gray and lavender flagstones; the 
wall was aqua with a deep blue light above. 

Leisure moments enjoyed by the girl in 
the swing were accented in the series of 


harsh edges 


six displays by the use of a bowl of fresh 
fruit, iced bottled drinks, a book, knitting 
bag, a box of bon-bons, and the fan; all 
placed in complementary gesture to the par- 
ticular pose of the mannequin. 

\t Macy's, Display 
Foley employed the decorative as well as the 
functional qualities of four old brown wagon 
wheels which he hung on leat covered wires. 
Hung at graduated elevations, each wheel 
made a good platform for bags, umbrellas, 


Director John R. 


—Above, by Donald Angus, Jay Thorpe's.... 
Below, by Edward von Castelberg, Blooming- 
dale's— 
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thing caps and shoes. The spokes cast 
teresting shadows and afforded openings 
» that the articles could be seen easily trom 
low. A girl in a bright yellow bathing 
it stepped forward to make her selection 
un the group of things on the beach. Card 
“Smart you are and thrifty too with 
facy's beach accessories.” 
\t DePinna’s, Display Director Sam Smith 
invited a pretty mother and her two little 
rls to step “Out of this world and into the 
blue casuals in madras shirting from specta- 
tor sports fashions.” They started their 
walk along a neat white gravel path before 


a blue iron fence, painted on a white wall 
with a deeper blue sky above. Awnings of 
white wallboard had a blue border. The 


mirror sidewalls lessened the enclosed feel- 
ing of ordinary partitions. 

Possibly the ideal way to beat the heat 
was casually demonstrated at Lord & Taylor 
where Henry Callahan allowed the men _ to 
stretch out comfortably in white rope ham 
mocks that swung realistically in a welcome 
breeze. The copy explained that “The Amer- 
ican male has been emancipated too, a more 
casual, comfortable mode ot dressing lends 
pertect ease to his treedom.” 

The floor of the window had been lowered 
to the basement where an older “Man oft 
Distinction” reclined in a steamer chair as 
he sipped a cooling drink. Details such as 
brass buttons and a printed silk scarf suited 
his station while the vounger men at other 
levels were dressed in blue and white slacks, 
shirts and. shorts. They slept peacefully, 
protected from flies by newspapers. strate 
gically placed over their heads and enjoying 
I 


in their own enviable way the observance « 
Father's Day. 

On a hot day in town, handsome black 
“Summertime Sheers” were seen at an art 
exhibit arranged by Display Director Donald 
Angus at Jay Thorpe. Light and airy too 
were the three pictures, framed in_ black 
wire and hung on pink and green satin rib- 
bons 

The first had a design of pink roses with 
green wire stems, mounted on black net. The 
second, a still lite, combined a newspaper, 
bottle of wine, and a bowl of fruit on a rose 
background. The last, on green veiling, 
showed a willowy mermaid outlined in wire 
and having wire tresses. Both the well de- 
fined outlines and slightly three-dimensional 
qualities of these compositions made them 
visible from a great distance. The floor was 
black with a sprinkling of flitter. 

I<dward von Castelberg, in charge of win- 
dow display, used a= surrealistic formula 
with suecess at Bloomingdale's, featuring 
‘Yellow with all the glow and go of 
summer.” Walls and floor were completely 
vellow with wispy clouds trailing across in 
white and ochre. 

\ large white cube with yellow. sides, 
marked with a few gray lines, hung in the 

nter while a smaller one was painted on 


the backwall at the left to give the feeling 
space and far distance often embodied in 
rrealism. An abstract white construction 


s fastened to the sidewall and carried to 

back This complex effect was achieved 
taking a rectangle and cutting continuous 
tangles within it, then stretching the 
nter out and away from the frame. Both 
nnequins wore yellow with white hats and 


oes 
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It’s becoming a habit with those suave, sophisticated Beau Monde manikins. 
Once again they “stole the show” at the recent N.A.D.I., N.R.D.G.A. Con- 
ventions. The same chic, charm and sparkle which won such applause at Chi- 
cago and New York will make Beau Monde invaluable in any window with 
a style story to tell. 
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ANNOUNCING 
Pick Up and Delivery Service on 


MANNEQUIN REPAIR 


to Oklahoma, Arkansas, Texas 


SAVE ON FREIGHT 


Save Time and Trouble of Packing 


Write for our low prices on a complete and guaranteed 
mannequin service. 


Outside the tri-state area, you pay freight one way, we pay 
freight back to you ... on three or more mannequins. 


McCANN DISPLAY & ADVERTISING CO. 


112 W. Ist Street Tulsa, Oklahoma 














OISPLAY WORLD 


HERE IT 8S! The paper 
displaymen from coast to coast are 
talking about. 

Hand processed and velour flocked 
in 12 unusual Fall color combina- 
tions. Put up in convenient 25 ft. 
rolls, 40” wide. 

Available to you nationally 
through outstanding jobbers. 


€ ANKERUM m distributed by: 


PHILADELPHIA, PA. 


JAS. A. COLE 
NEW YORK, N. Y. 


MAHARAM 


NEW YORK, CHICAGO, 


LOS ANGELES weehcaptel 


ARROW 


PHILADELPHIA 40 


SUEY, 'OAR 











W. H. Stensgaard Is Wed 
In Palm Beach 


of Mr ind Mrs 


Che best 
side, Il] - 


from 


Kroh ot 
and gradu 
\cademy with 
Stevens 


man was Otto River 
a classmate 


Military 


Phe bride Is a 


who was 
Culver 


graduate oft 


buffet 


Stensgaard 


e rehearsal supper party 


home in 


Was 
given at. the Palm 


Beach 


\iter a 


South 


wedding trip to 


Bill, 


New York City 


and \merica, Jr. will attend 


<a e pete 


uo tla. 
w% 
y | lain se cai 





Wis- 
Bill is 


having 


northern 
bride. 
artillery, 
officer in 


military training camp = in 
consin, accompanied by his 
officer in the 
three 
the artillery in the Pacific. 
ber 1, Bill, Jr. will join his 
business of W. L. 


Inc. 


a reserve 
served nearly years as an 
After 
father in the 
Stensgaard & Associates, 


Septem- 


Schwartz Wins Watch 
During Market Week 

A gold watch door-prize offered by Botan- 
ical Decorative Supply Company, Chicago, 
during Display Market Week 
LL. Schwartz of the display 
The Fair Store, Chicago. 


was won by 
department of 


Giant Fabric Backgrounds 
Arouse Interest At Show 


One of the products shown at the 
Market Week in 


aroused much interest 


Display 
which 
as a new display de- 


Chicago, and 


velopment, was a photographic background 
scene done on fabric. A product ot Decor- 
ative Displays, Maspeth, L.I., N.Y., the back- 
grounds are 100 inches high by 210 inches 
made up ot 42-inch Two 
scenes. were shown, one of an autumn wood- 
land and the winter 
The former is available in brown and wine 
the latter in blue. 
in preparation, including some for Christmas 


long, sections. 


other a snow. scene. 


Other subjects are now 
—Mr. and Mrs. W. L. Stensgaard at the left 


and right, Mr. and Mrs. W. H. Stensgaard 


ir the center— 
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me JULY, 
OPPORTUNITIES UNLIMITED ' 
g [Continued from page 49} I — 
er gd illustrations which cover one approach to tires 
the service station problem (a development The 
of the Goodyear Retail Merchandising Lal it tl 
FAC EK | i oratories). The following are a few of the vide 
features which apply to this specific arrange- ron 
ment: ime 
Your models must flatter your 1. Displays more merchandise than the \ . 
millinery. Only Paris-inspired, average service pas rate this nie’: = 
fashion styled heads have the “ali ‘eeneones eS ae ee eat 
subtle charm to delicately com- 2. All small items displayed in wall sec- \\ 
pliment the latest fashions. tions are behind sliding glass doors. Thes« ip the st 
Assorted hair colors. may be locked to prevent pilferage, without el ate 
Heads, $2.75 each. $30 dozen. = eliminating the effect of open displays. (An Actually” 
: “i <a important pomt tor one man stations.) ypportunl 
Hand Mirrors that reflect every %& FH-33 3. There is a permanent display of tires play mat 
charming virtue. Y built above and as a part ot the show win- play spa 
Natural Wood Finish dow background. The tire centers are lestroy | 
: ; , ‘ : lighted. pen stor 
Mail orders filled for immediate delivery 4. Tire stock is sampled in the center of me 
I s9” the store to achieve a head-on view. Above stations \ 
Oval = this stock the book display tells the entire | 7 sal Op] 
$3.75 each X selling story on all tires in the line (even each loc 
8" \ certain truck tires). This aids in simplify- are: plann 
Octagonal ; : f ing selling and assures all concerned that eeeOr ES, 
$3.75 each a» je both salesman and customer are acquainted Ue Tew 
oO” ! { with established selling tacts. stor sm 
» 5. Office space is held at a minimum as board mo 
Qh = 4 it is not productive in terms of sales. It is necessaril 
located behind the showcase and the win- Ili | 
dow background in an area least desirable Ie 
for display purposes. adapted 
ART R. fee} 4. COMPANY — : 6. On the wall directly behind the office | i part 
i u “atte and the permanent tire display is a sug- | osure, t 
Modern Display Equipment ‘ gestion selling display featuring items up aroun 
810 Penn Ave. Pittsburgh 22, Penna. i: offered for sale in the service area. This [> the top ¢ 
o display serves as a help to remind the serv- | AN beet 

ice station operator and the customer of | ttort 
additional merchandise and services| which Lis 1s 
are available. b> lem ot h 
j pean a 7. The entire salesroom becomes a win- f) ake th 
Change of Addr CSS dow display reaching prospects in their cars y Quest 
and every item on display is supported with vill prod 
promotional material. Promotional material stat i" 


examples are as follows: 


We are pleased to announce that on and after a. Fight different items are featured on laneous 


s ‘ the baffle above the cornice. ea 

JULY I, 1949 we will be located in Our b. Interchangeable cut-out letters are used ) = 
. + . ‘or ee ror i( . ites 10 an Ange al 

new offices and display quarters at on the cornice for identification and tal; ak 


local promotion. ‘i 
] 4 61 PA R K AV E N U E Time payment is played up through : ‘Att 


interchangeable cornice display material. 


NEW YORK 29, N. Y. d. The complete tire story is shown in the ek, ri . 


mo 

- . . book display consisting of 16 pages. 
ir] 

where we will be fully equipped to serve your e. All items on the back wall shelves are 

display requirements. individually priced with emphasis on Murray P 
the most timely in-demand items. Bi Cain! 
= y Cain-! 

ft. Size charts and price story are located 


TRafalgar 6-3530 with displays of items covered such as Pos — 
ie Telephone batteries, spark plugs, ete., making it 

unnecessary to leave the spot to com- 

plete a sale. 

MESSMORE & DAMON, INC. g. Service department items are promoted Bs 


on the chart mentioned previously, lo- 








ESTABLISHED 1914 cated in back ot the office. EES 
h. Bargain specials are displayed in a Display N 
basket on the showcase with appro- 








For i 
priate card. I —_ 


PRICE CARD and 








. ‘ : lay 
DISPLAY CARD HOLDERS = 1. Stronger emphasis is placed on the line Bs 
WINDOW TRIMMER'S TOOL adler-jones displayed in the window (in this case is 
SNAP-IN TAG NEEDLES 4 outboard motors). An adjustable poster i ig: 
: * wer Se, chee 521 s.wabash + chicago 5 samt tae Midi chile anne’ : p : 85 | 
Threads with vour eves shut a a a is one 8 j . . =? < 
Wels. Gar Med Dati Sa d ° * . for this purpose to give maximum pro- Ga 
or Our Sales Hel i Time Save ynamic design in ini ae, 
ales Help and Time Savers si E motional coverage at a minimum ot 

RUDOLF ORTHWINE CORP. tune with the times als 


expense. 





503 W. 33rd St.. New York 1. N. Y hel 











LV UPS 


ighted tire centers in the permanent 
tire display give further emphasis to 
tires. 
The slant panels holding cut-out letters 
the foot of the window glass pro- 
ide the opportunity to play up local 
romotions. The letters used are the 
ime as those on the cornice. 
mechanical display is placed on the 
nd of the salesroom display island to 


ittract attention to seasonable or fea 


ire items. 
vy operators have objected to opening 
station front for fear that it would 
ite window display promotion spac« 
opening up the front increases the 
unity for the use of promotional dis 
naterial Besides this a window dis 
pace is included but still it does not 
the effectiveness of the complet 
store front due to placement. 
merchandise sold by different service 
s varies somewhat by locality and the 
5 opportunities which are peculiar to 
each location. Although the staple lines 
anned around tires, batteries and ac- 
ies, Certain service stations also han- 
w other items. For example in this 
store small electric appliances and_ out- 
board motors are included, but they are not 


necessarily recommended for general han- 
The island display in the center 
features small appliances can be 
ted tor any line of merchandise. In 
particular case note the glass en 
to retard pilferage, which is built 
round the lower shelt display Near 
the top edge of this glass “Poston” letters 


ive been applied for further promotional 


[his is merely one approach to the prob 
em ot helping service station owners to 
ke the most of what they have. There is 
iestion but what such an arrangement 
yroduce more income than a_ service 
vith an empty sales area except 
desk, and a few shelves with mis- 
eous items. 

real solution for service stations will 
is marketing methods continue to 
and steps are taken fully to capi 
on opportunities. Goodyear offers 
planning service to all service stations 

ng Goodyear tires. 
is is the fifth in a series of articles 
ernon Jones. The sixth will appear 


irly issue.—Ed.) 


Murray Promoted 
By Cain-Sloan 
In future W. R. Murray will have charge 
dow and interior display at Cain 
. Company, Nashville. John Dubuisson, 
of display and store planning, is 
ng all his time in planning the new 
ior the company, to be erected at 
rner of Church and Fifth avenues 
Display Material Readied 
For National Crochet Week 
lay material for National Crochet 
will be ready later in the fall, accord 
the National Needlecraft Bureau, 
85 Fifth avenue, New York City 16 
| dates for the annual event are Janu 
28, 1950. National Sew and Save 
also sponsored by the organization, 
held February 18-25 
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It’s becoming a habit with those suave, sophisticated Beau Monde manikins. 
Once again they “stole the show” at the recent N.A.D.I., N.R.D.G.A. Con- 
ventions. The same chic, charm and sparkle which won such applause at Chi- 
cago and New York will make Beau Monde invaluable in any window with 
a style story to tell. 
























Multiply your sales 
by using Multi-Fit Wigs, 
which give you display 

variety at economical cost. 
We have originated and 
have perfected this type of 
mannequin wig to produce 
a custom made appearance. 
No size specifications 
needed! Multi-Fit Wigs fit 
snugly and securely and 
have the lifelike quality 
that attracts sales. 


Our hair style charts are 
available . . . or we can copy 
styles for you from illustrations or 


clippings submitted. 


MULTI-FIT WIG Co. 


35 WEST 36th STREET © NEW YORK, N. Y. 
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The SUN SHADE COMPANY 
Furnishes PERMA-SHADES* 





TO FRUSTRATE 
SHIFTING SUNLIGHT 


“ Fits 


~ 


There is no extra charge to Sun 
Shade users for Perma-Shades—the 
safety strips that assure positive 
protection against sun-ray fading 
of merchandise. 


As you know, sunlight shifts during 
the day to shine around edges of 
window shades, no matter how care- 
fully they're fitted and hung. Perma- 
Shades — narrow strips of the same 
transparent plastic of which Sun 
Shades are made — can now be 
installed permanently on window 
edges to block every possible entry 
of sunbeams without filtration. 


Send today for your sample of Sun 
Shade and Perma-Shade protective 
film, as well as your copy of our 
big, NEW brochure on how to elim- 
inate Sunfading. 


*NOTE: All present users of Sun Shades 
may secure Perma Shades 
without cost, upon request. 


FREE: send For Samples Today 





THE SUN SHADE CO. 


Manufacturers of the Origiral Transparent Sun Shade 
781-83-85 Chancellor Ave. Irvington 11, New Jersey 


Display In Showroom 

The General Electric Supply Company of 
Louis is the latest agency to apply show- 

manship with the aid of a contemporary 

styled display center and dealer conference 

theatre at the distributor's headquarters. 





ouis advertising display firm, what was 
utilizing the dramatic effects of color and 


employed with shelving, and a_ traffic- 
dividing island and wall of fluted glass and 
other materials 

\djoining this, and made a part of it by World's Largest Flag 
an extra wide doorway, is a 20 by 50-foot In Use At Hudson's 


DISPLAY WORLD JULY, 1949] 


Appliance Firm Stresses side ot it display shelves are dressed | 
panels of limed oak and green. To the 


left of the entrance, beyond the island and 
behind a partition of fluted glass mounted in 
limed oak, is the radio-TV room, with 
sterling gray carpet wall te wall, blond 
striated plywood panels and egg crate wall 
and ceiling on one side, in contrast to a 
signed and built by Ad-Craft, Inc., St dark wall on the other side. 

Along one wall of the main room, kitche1 
appliances have been plumbed in, making 
the room available for in-service demon- 
stration and preparation of food for snack 
lunches for visitors. 


a drab 50 by 80 room is now a center 


\ system of backgrounds has been 


room with a stage For some years the possessor of the 
The floor is finished in variegated asphalt world’s largest flag, J. L. Hudson Company 
, the ceiling in accoustical tile, and the Detroit, now has one of still larger dimen- 
lighting is by indirect fixtures and movable — sions. Actual dimensions are 235 feet by 
fixtures Colors range from light 104 feet, with the stars 514 feet in height 
pastels to deep orchid with the stage draped and the stripes 8 feet in width; the flag 
in deep green and velvet rust. weighs 1,500 pounds and covers eight floors 
curved island display of four decks of Hudson’s building. Six months’ time 
splits traffic at the entrance, and on either went into the making of the flag. 


TRADE FERSOUALIE =? No. 76 _ by Tony Brinker 
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Maz. JAMES YUILL JOINED THE STENSGAARD 

ORGANIZATION IN 1946 AS DESIGNER AND IS 

J a? NOW VICE-PRESIDENT IN CHARGE OF THE 

: NEW YORK DIVISION. JIM SERVED 3/4 YEARS 

INTHE ARMED FORCES, INTHE US. AIR FORCE, 

ENLISTING AS A PRIVATE IN THE GLIDER 

CORPS AND HAD RANK OF MAJOR ON LEAVING 

THE ARMY. HE IS MARRIED TO THE WELL-KNOWN 
DRESS DESIGNER, 

PEGGY THAYER. 





EDUCATION AT 

























WORLDS FAIR 
IN [933 AND THE <= 
NEW YORK e 
WORLDS FAIR “a 
IN 1939. EMPLOYED 
By MAcy's FROM 
1935 To 1946, AND 
AT THE TIME HE 
LEFT WAS 
DIRECTOR OF 
INTERIOR DISPLAY. 


PoRTS... DEEP 
SEA FISHING 
ANDO SKIIING.-. 
ANO RANKING AS A Jogpy ~~ 
SAILING... WITH HIS WIFE 
THEY SAIL " AOFT. AUXILIARY 


YAWL IN THE LONG ISLAND W.L.. STENSGAARU Pero INC. 


SOUND AREA. 
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Store Design 


By CHARLES S. TELCHIN 


Telchin & Campanella, 
New York City 


I. have heard several store moderniza 
tion experts discuss the many ways 
in which a modern store front can 1n- 
your sales and build your store's 
ge. | am certain that you will agree 
it these experts know whereof they speak. 
round out the picture, | will tell you a 
about the men who combine the arts and 
sciences into the magical transformation of 
new faces for old. To understand what 
a good architect tick, let us tear one 
You will find that 25 per cent is for 
is knowledge of merchandising, the ability 
move merchandise off store shelves into the 
ands of customers. In this 25 per cent you 
will find sub-divisions such as how traffic 
ves and how traffic can be controlled. 
\nother sub-division covers the locating of 
lepartments in a store so that the merchant 
lerives the greatest profit from them. You 
will also find that he has a thorough under- 
standing of people... the psychology of the 
ndividual person. Another 25 per cent. will 
e made up of training in engineering, prac- 
tical design and color, construction materials, 
st estimating and the law of contracts. 
What is left is 50 per cent, and in my 
nm, the most important 50 per cent. This 
r cent 1s experience, the experience which 
e sum total of every job he has done. 
more jobs, the more experience, the 
vreater his ability to apply to specific problems 
that have proven successful elsewhere 
addition to all the above, the store 
tect must know how to keep accounts, 
he is no accountant. He usually writes 
uilding contracts, despite the fact that 
not an attorney. He must also act as 
between contractor and owner, siding 
neither. In short, he is a combination 
lanner, decorator, artist, buyer, and con- 
of the owner's purse, with all the 
usibilities involved. 
might wonder why anyone should be 
g to assume all this. The answers are 
n enough! 
Store design has become a vitally important 
f the post-war drive to maintain a high 
ess volume or developing new business 
and more stores are modernizing. For 
ple, the chains alone spent 457 million 


rs last year which incidentally was 
S per cent more than they spent in 1947 
ling new units, and redoing the old ones. 


irchitect 1s sufficiently civic minded to 
lize better main streets, and therefore, 
prosperous communities. Since busi- 
len have profited by his talents, they 
him out for new commissions. In- 


ss delivered at the third annual moderniza 


w. June 23rd, at the Grand Central Palace, 
1 


rk City. 


[Continued on page 95] 
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CRESCENT 
Quak 
BOARDS 





CRESCENT 
ART POSTER BOARDS 


Finished to perfection for easy work- 





ability with your favorite medium; 


Pen, Brush, or water Color. 





Non-Fading Non-Bleeding 


Sold by leading distributors everywhere 


& Pracduct f 
CHICAGO CARDBOARD COMPANY 


666 WASHINGTON BLVD. CHICAGO &6.ILLINOIS 




















First again with display men 
It’s becoming a habit with those suave, sophisticated Beau Monde manikins. 
Once again they ‘stole the show” at the recent N.A.D.I., N.R.D.G.A. Con- 
ventions. The same chic, charm and sparkle which won such applause at Chi- 
cago and New York will make Beau Monde invaluable in any window with 


2 -RODERICK S. CLANCY 


7335 South East 32nd Street 
MR. RODERICK S. CLANCY, exclusive Korrect-Way distributor 










Portland, Oregon 
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DISPLAY WORLD 


EFFECTIVE MATERIAL 
AT THE POINT-OF-SALE 


[Continued from page 44] 


kind of acceptance our material will have 
with the trade. 
That sounds too elementary to be worth 


think of 
the advertising dollars that have gone down 


mentioning; and yet | shudder to 
the drain simply because the display material 
was not as effective as it might have been. It 
with the field to pre- 
by the trade and the 
used by the 


had not been checked 


determine its acceptance 


quantities which can be field in 


the kinds of stores where the promotion 1s to 
be worked 
While we do not 


home to get 


le uM k 


some good case 


have to very far 


from histories 
in display 


refer to 


that we have had 
would like to 


several independent surveys made recently on 


of the waste 


material usages, | 
stores, 


that this waste 


material usage in 


ll of 


display grocery 


since a them go to show 
. 


stems trom two. things one, not knowing 
enough about what the retailer needs and 
wants; and second, not knowing enough about 


the quantities that can be used most effectively 
by stores 
Grocer magazine 


For example, Progressive 


made a study among many independent gro- 
cery stores a little less than two years ago, 


which pointed up this tremendous waste. Let 


me read an excerpt from their report 


I 


“No one knows exactly how much food 
store display material is used . because not 
enough has been known about retailers’ re- 


quirements and preferences in manufacturer- 


supplied display materials . . . we need to 


know more about what the retailer needs 


and wants to ascertain the aggregate 


opinion of all stores in regard to each of the 
first-hand intorma- 


mayor display pieces 


—These are the new officers of the New Orleans Display Club. 
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tion on the relative popularity of major dis- 
play materials by geographic store 
sizes and arrangements ... hope that it will 
help to eliminate some of the waste.” 

Then, Otto Weber, in a talk before the 
Grocery Manufacturers of America, 

te before the manufacturers of 
products sent out 
terial so promiscuously that chain executive 
\ lot of point 
is being created right now 


on the basis of last year’s consumption. | 


areas, 


said : 
war, 
grocery point-of-sale ma- 
were puzzled at the waste 


of-sale material 


really do not mean consumption. I meat 
orders of point-of-sale material are being 
made up because those same pieces wert 


printed last year or in “40 or “41; and_ since 
the budget has 
be a good idea to double or treble the print 


been increased it seems t 
order on that piece. 

“Stores are different today trom what they 
were only a short time ago and they will be 
different a from today. Point-of-sale 
material must be designed to fit the stores as 
they are now.” 

In a recent issue of Tide magazine, Henry 
Swift & Co. said: 
convinced 


year 


Schumacher of 
“Extensive Swift that 


all ‘dealer help’ ma 


surveys 
a substantial portion of 


terial supplied by advertisers is never used 
by retailers.” 
From The — Saturday Evening Post 


NARGUS study on 


we learn: 


window display materia! 


“A percentage of window display material 


supplied to grocers by manufacturers is not 
being used ' 

In our own planning 
program to eliminate a great deal of this 
guesswork as to what are the most effectiv 
pieces, and also to try and eliminate much of 
the guessing as to the quantities of material 
to be into each 


company We are 


sent territory, and we plan 





Left to right, president, 


Leonard M. Pons, D. H. Holmes Company; vice-president, Emile Alline, Maison Blanche; secre- 


tary, Mrs. Evelyn Chauvin, Maison Blanche; treasurer, Charles Clancy, D. H. Holmes Company— 
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ut. this program into operation within 
onth. 


ie program calls for periodic surveys of 


grocery stores regularly contacted by our Nv | 
smen. The salesmen will be provided h 5 
International Business Machine mark- 

ng cards. They will check each store ho” 

call on to determine which types of ¢ 


ays out of a list of what we call nine 
erence pieces are most popular. 








m their own experience and _ their 
ledge of their stores they will estimate 
only the kinds of advertising but the 
ints that can be used most effectively. 


the information has been tabulated We swell with pride to the 
of our product groups will receive a reception you gave our presentation at the Palmer House. 
rt on these nine types of point-of-sale 
rtising material which our men say they Our representatives will be heading your way during 


use, broken down by quantities, types, 


July and August with more of those wonderful things, 
SENSIBLY PRICED. 


ricts, and territories. 
ith this information at their fingertips 
product groups will have a better idea of 


t kinds we can use in the field and how 


sh to send where ARKOW-LEWIS eee 705 ARCH eee PHILA., PA. 


sut even when we know how much to send 
re, we still face the prospect of the 
igreeing grocer. The problem here is one 
uilding acceptance. How do we go about 








ichieving that? 








One thing we must bear in mind: The a w _—— , i A oe 


grocer is a practical businessman. He knows : ye 
<actly how much his floor space is worth yy % K 
if we want to install a display we have 


got to prove to him that the space will bring Nr FOR EER IN 
greater returns, if occupied by the right dis- (Jue h v AR 


, rather than used for simply a stack of : opines 

merchandise. | 
Self-service grocers, especially, are more Clas KB a a 

elective about accepting and using display New ASSES “ing “lot 
iterials today because their store arrange- 


nt places more emphasis on display pieces Cc u R R | C U L U M 


hat can be used directly with mass mer- Cloth, Crepe Paper and Painted Backgrounds. Background Design. Mannequin Draping. Interior 
indise displays, and less emphasis on any Display. Lighting. Show Card Writing. Fashions. Department Store Display. Small Wares. 
naterials that manufacturers have been pro- | | Women’s Ready-to-Wear. Women’s Specialties. Men’s Furnishings. Men’s Clothing. 
ng for window or counter baskets, or | * FA cu LTY 
pieces as hangers from light cords. ; a 
a eg MARC BIELER, School Consultant ARTHUR GLICK, Display Instructor 
k, — here on out we must think in terms Display Manager, Bonwit Teller Formerly of Display Dept, Beck Shoe Stores K 
oak. pong pointe: . WM McBLAINE, Display Instructor CHAS. NUGENT, Display Instructor 
2 Se ; Display Manager, Browning King Display Depts., Blum Store and Strawbridge & Clothier 


on any piece of point-of-purchase ma- 
tow ies Shien ELWOOD SULOFF, BFA, Art Instructor, formerly Penn State College 


lhere are plenty of case histories of just a 


t we mean by display material which “The Nation’s Center for NATIONAL DISPLAY. INSTITUTE 4 
grocers’ acceptance, | should like t Display Education” : 
just a few examples which you can find 
tores throughout the country during the 2 S T N u 7 School of Window Display 
ys , HE STREET PHIL A © a 
ADELPHI 














weeks. 


itional Baby Week is a promotional 





Write for Descriptive Booklet 


by the manufacturers of baby foods in 

















the grocers join because they know 
it does for the sale of these products 
hice sid Tu co Ge eco EXQUISITE SMALL FLOWERS REDIKUT LETTERS 
tal supplied by Heinz, Gerber’s, Clapp’s, For Show denon and Interior Trims zs 
Pigg Picwdune-cankcy <oMaehec. Haceousaiae: cutie ruiiiiie Die Cut Cardboard Letters 
he ¢ lin o-Peacl Association promotion lines of display flowers Unsurpassed beaut) Popular sizes, styles and colors. Write for 
a Pa 4] F ' papeh esas Tremendous Varieties in Stock your samples and prices. Ask your Dealer. 
Products of other manufacturers such as 
rust, coconut, cereals and other related MILTON S. AHRENS, INC. THE REDIKUT LETTER CO. 
; ‘ ‘ aie a Importers — Mfgs. — Exporters 
has met unusually good grocers’ ac- | 56 W. %TH €T. S°'NEW YORK 18, N. Y. 2902 W. 76th St. Los Angeles 43. Calif. 
ince over the country because of the _— 








display material which has been sup- 


by the association and the manufacturers USE THE adler-jones 
ese related items OPPORTUNITY EXCHANGE 521s. wabash - chicago 5 


] 


‘eriodical store-wide promotions by Swift, For any WANT AD purpose: 


y McNeill & Libby, Del Monte, with their POSITION WANTED POSITION VACANT Pe : : rs f fal 
ad eee a seg gga USED DISPLAY EQUIPMENT FOR SALE outstanding decor for fur, fall 
eh, ee See ee See eee eee REPRESENTATIVES WANTED back - to- school, christmas 


have heen most acceptable to many $3.00 Per Column Inch — CASH WITH ORDER 
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TAKE A BOW 


When You're Complimented on 
New Display Brilliance of 


r 2] 





Expanded Aluminum Foil 


You'll like the unlimited display-building versa- 
tility, the color-brilliance, the tremendous variety 
of effects you can get with R-P EXPANDED 
ALUMINUM FOIL. Reflects a diamond-like 
sparkle from thousands of surfaces — in TWELVE 
COLORS, both bright and soft shades, in addi- 
tion to silver. BRIGHT colors include: Red, 
Green, Dark Blue, Light Blue, Pale Gold, Rose, 
Helio and Copper. SOFT shades include: Dull 
Opal, Rose, Lilac and Sky Blue. 


R-P Expanded Aluminum Foil, today's most ver- 
satile decorative material, is flexible, easy to 
fashion, easy to cut. Ask your Jobber for sam- 
ples. It is available in large and small pattern 
—27"' and 24" widths respectively, 50° rolls. 


Manufactured By 
RESEARCH PRODUCTS CORPORATION 


1015 East Washington Avenue 
Madison 10, Wisconsin 








A NEW 


MARBALIA 


BOOK IS NOW READY! 


It contains samples of two 
hundred numbers. 


WRITE IN FOR YOUR COPY 
TODAY 


Samples also available of our com- 
plete line of decorative papers and 
coordinated fabrics, including: 


e TORTOISE SHELL 
e PYTHON 

e ZEBRA 

e LACE EFFECT 

e WOOD EXOTIC 


Raven 
Criginals 


225 Fifth Ave., New York 10, N. Y. 
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—At the annual meeting of the directors of the Garrison-Wagner Company, St. Louis, |. T. 
Vierheller, long-time vice-president of the firm, was elected president to succeed the late Flint 
Garrison. Vierheller, at the left, has been manager of the display division since its beginning 


over 30 years ago and is directly responsible for the success the firm has enjoyed in the display 


field. 


duties as president of the firm. 


He will continue to direct the operation of the display division in addition to his new 


. . The election of Tom Hughes to the board of directors of 
the company was also announced at the same time. 


Hughes is sales manager and travels the 


Illinois-lowa-Nebraska territory for Garrison-Wagner— 


grocers, including chains and supermarkets. 
In General Foods we get out a complete kit 
of material featuring “Bake a Cake for Dad 
for Father's Day,” which promotes four of 
our products, and many other related items 
sold in the grocery stores. 
have utility 

We are convinced that it is a waste of 
time, effort and money to send point-of-pur- 
chase material to the field which can not be 
shown to work for the benefit of the operator 
in the same way that the manufacturer con- 
siders that piece advantageous to his product. 


Each piece must 
value for the grocer. 


that one of 
the worst gripes they have about some point- 
of-purchase material is that it tries to do 
everything but what it was originally intended 
to do, that ts, 


Store operators will tell you 


increase sales or 


new product at retail level. 


introduce a 


So, let’s reexamine our planning for display 
material for grocery stores and ask ourselves: 


Will it be a sales- 


Is this piece really good? 


maker? Does it give the grocer a good 
reason for giving it space in his store? 
[ believe that this whole subject of what 


is good in display material in grocery stores 
can be summed up by saying that most store 
managers will take anything if they can be 


convinced it will help them sell more; and 
they will use it and let it stay up if it will 
do the selling job claimed for it. 


I do not think we have to worry too much 
That) will 


concentrate 


about the design of the piece. 
take care of itself if we will 
on designing it in such a way that it will 
] 


have maximum utility. value both to the 


operator and to the product. 
So, the real test of a display’s effectiveness 
is not whether we like it, but that the grocers 
ke it the consumer will 


like it well enough to be influenced by it. 


because they know 


I do not have any statistics at my fingertips 
to prove that housewives are cold to certain 
types of display we have been using. But | 


do think we can learn something from experi- 


ences that other types of advertising have 
had recently, 

I think we are all aware of the “filter ear” 
and the “sheltered eye,’ two rather recent 
development in the field of physiology. You 
are not born with these adjuncts to the body. 
They are developed during the normal course 
of life. If you are the proud owner of a 
filter ear you can listen to the radio all night 
long without 


commercial. 


single 
works prac- 
You can pick up your 
favorite magazine without the slightest fear 
of being distracted by somebody’s ad. 


much as a 
The sheltered eve 
tically the same way. 


hearing so 


I am quite serious. 
that people are 


There are many signs 
actually building an = im- 
munity to advertisng, in both the printed and 
spoken form. 

In 1940, according to a Starch report, 48 
per cent of women readers noticed full-page 
color ads in the Ladies’ Home Journal. In 
1948, only 40 per cent of women readers 
observed such ads. In 1940, 80 per cent of 
men and women readers noticed full-page 
color ads in Life magazine. By 1947, that 
figure had dropped to 64 per cent. 

Why? I do not know anyone who is 
positively sure he has the answer. A _ tech- 
nique called impact-testing has pointed out 
quite that the advertisement which 
readers remember is the one that offers them 
something in return for the time they spend 
reading it. 

I think more and more advertisers are 
beginning to 


clearly 


realize that advertising, to pe 
effective, must fit into people’s lives, not on 
terms but on the 
their interest. That 
and yet, if it were completely 


the advertiser's people’s 


terms, and in sounds 
terribly simple; 
adopted by advertisers and their agencies; it 
would virtually amount to a revolution in 
advertising. 

It seems to me that this is a perfect op- 
portunity for us in the field of point-of-pur- 


advertising to benefit 


somebody 


chase from 
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and mistakes. We 
ifford to think of ourselves as something 
special, above and beyond the problems with 
h other forms of advertising are 
mebody says that advertising in general 


s experiences call 


faced. 


adequate, he means us just as much as 
neans the radio advertising specialist, or 
any 
maybe the accent is on us. 


t illboard expert, or of the others 


for developing 


ve point-of-purchase 


he responsibility more 


ulti- 


advertising 


mately rests on the advertiser. And vet there 
is much that you lithographers can do to 
he | should like to offer three suggestions : 


develop an expert knowledge of the 


proluct you are advertising. Know how it 
performs. Know its selling points. Know 
something about the problems of merchandis- 
ing it. Some months after you’ve made a 
lisplay, check back with the client and_ find 
out just how effective it was. Also check 


with the grocer and get his point of view. 
the information 
about the product that you possibly can which 


other words, get all 


will help you develop a more efiective piece 
idvertising. 
wo, take advantage of opportunity 
you find to experiment. If do not find 
enough opportunities, get out and make them 
im sure I am speaking for most businesses 


every 


you 


vhen | say that we advertisers welcome your 


and 


suggestions. 


tew words of advice Don't go to the 
rouble and expense of preparing elaborate 
art. Come in and talk it over first. We will 
ee to it that your brain child fully pro 
Three, one of the biggest opportunities 


to do 
grocery industry is to 


manufacturers of material 
the 
ideas and some plans for 


do a better job with point-of-purchass 


display 
1 service for 
up with some 


1 


terial in the chains and larger super 


of these tellows have a cde finite police \ 


prohibits the use of any material in 


their unit which is not designed or planned 
» color scheme and format to fit in with 
over-all promotions which are used 


in their stores. 


let’s 


larly 


closing, remember if we are t 


come the consumers with the filter ear 
the sheltered eye and make this one 
rtant form of selling do the most 
tive job for our products when the 
imers are in the store pushing the 
ping carts around and with money in 
purses, then we must be sure our display 
rial serves the grocer, and then we can 
ure it will likewise serve us 


Elaborate Catalogue 
Released By Bulkley 


line of display and gift wrap papers 
sulkley, Dunton & Co. for fall and 
stmas, 1949, is shown in detail in a 
l6-page catalogue announced by C. G 
1] 


ce, sales manager of the firm’s Display 


rs Division. Shown are wide ranges 


seamless, “Ridg-Wood", woodgrains, 
erettes, “Crvstallon’, foils, base metal 
blackboard paper, and other types 
copies of the catalogue will be sent on 


est to the company at 295 Madison ave 
New York City 17, or 2635 Sout! 
ash avenue, Chicago 16 
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a style story to tell. 





535 GRAVIER STREET 
MR. FRED LOKEY, exclusive Korrect-Way distributor 








se a e - 
First again with display men 
It’s becoming a habit with those suave, sophisticated Beau Monde manikins. 
Once again they ‘“‘stole the show” at the recent N.A.D.I., N.R.D.G.A. Con- 
ventions. The same chic, charm and sparkle which won such applause at Chi- 
cago and New York will make Beau Monde invaluable in any window with 








ey WRAY WILLIAMS DISPLAY CO. 


21-23 SO. SECOND STREET 


MEMPHIS, TENNESSEE 
NEW ORLEANS, LOUISIANA 








Jobbers: 


For Stockroom Use. 


All sizes from 1 to 59. 
wide. Each 


sive. 
high, 4” 


Round lumarith 

vider. 

ance. 
half sizes. 
diameter. 








Fits any rack. 


a 


sizes .. 


ac 


Headquarters for Rack Size Dividers 


Large discounts make these items very attractive for you. 
for samples, catclogues and discounts. 


The white pressed cardboard 
divider has been proved successful for many years. 
An excellent divider for stockrooms. 


Actual size 12” 1O0c 


(non-inflammable celluloid) 
Cannot fall off the rack. Beautiful in appear- 
All sizes carried in stock from 1 to 54, also 
Actual size of divider 2°,” 

Each lOc 


42 The New “SEE SIZE" 
Our latest plastic size divider with 
waa interchangeable sizes. Can’t fall off 
the rack. Made of heavy moulded 
plastic with a window in which the 
proper size is inserted. Can show 
one size on one side, another size 
ee ie) on the other. 71." b , 
wide. In white or black plastic. 
| Sizes from 1 to 60, including half 


. Also A-Z for layaways. 
Complete with insert. 


(Extra inserts 7/¢ each) 35.4 
NATIONAL HANGER CO., Inc. 


Write 


Very inexpen- 


size di- 


long by 35%’ 








253 W. 26th St. 
New York City 1 








USE THE 


Opportunity Exchange 


For any WANT AD purpose: 
POSITION WANTED POSITION VACANT 
USED DISPLAY EQUIPMENT FOR SALE 
$3.00 Per Column Inch — CASH WITH ORDER 














RE-DYE YOUR FADED MATS 
Make Them Look Like New 


3' x 6' costs $1.50 each. Minimum 3 mats. Send 
them prepaid. Shipped back promptly. We also 
sell new mats 


NATIONAL SAWDUST CO., INC. 
65 N. 6th Street Brooklyn Il, N. Y 
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mannequins 


10 DAY RENOVATING 
SERVICE NOW OFFERED 


Let us restore your damaged 
and faded mannequins to 
their original, lustrous beauty. 
Wigs refashioned in the latest 
modes. All workmanship com- 
pletely guaranteed. 


MANNEQUINS REFINISHED 
AND REPAIRED $15.00 


a 
= 


WIGS CUT AND 


RESTYLED $ 5.00 


Upon request, we _ supply 
specially - built Mannequin 
crates with packing, for your 
shipment. 


4232 Grand Avenue 
Duluth 7, Minnesota 











Creators and 
manufacturers of 


Giant 
Roman 


Rolls: 8 feet high — 
10'2 feet wide 

Panels: 8 feet high — 
44 inches wide 

A splendid selection 

of designs and colors 
ready for 
diate use. 


Columbia 
Display 
Materials 
Company 


imme 


Columbia 





IS READY 
“w=. Processed 
your Jisplay [0 esse 
problem: 
=, cee | Seamless 
rr a x Pe 
ant Roman 
ere? | Paper 
f t high 
: didi 53 inches x 25 fect 
es o% 107 inches x 18 feet 
A quality paper, pro- 
7 cessed in choice 
Fall and Christmas 
Meleaues abex re and smart 
request Signs. 


Columbia 


DISPLAY MATERIALS CO. 


179 PACIFIC STREET, BROOKLYN 2, N. Y. 
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Patented Shelving 
Saves Much Space 


\ new shelving known 
unveiled a= short 


with the opening 


space saving type 
“Drug-O- Mat” 
first time 


as a Was 


time ago for the 


of the Pennsylvania Drug Company's tenth 
store in Stamtord, Conn. This patented, 
rear-load, gravity-feed display fixture 1s 


the modification for drug store usage of the 
“Food-O-Mat” 
used in many super markets 

On only 21% lineal feet of “Drug-O-Mat” 
and tinned items 


grocery store which is now 


over 500 glassed, packaged 


are arrayed not only for convenient cus 


tomer selection but to stimulate impulse 
purchasing \s a customer selects one 
item, another slides into place by gravity. 


Thus there is always a tresh and full dis- 


play. Perfect stock rotation is assured. 
Clerks replenish stock from behind the 
scenes, freeing aisle space for customer 
usage. 


Displayman's Tools 
Offered By Merco 
Merco 


Products Company, 1392 Edgecliff 
Drive, Los Angeles, is marketing the 
“Speed” display hammer and pin cushion as 
tools for the field. Developed by a 
widely tested 


hammer. 1s 


handy 
before being 
made ot 
a pin puller. 
front 


displayman and 
offered for sale, the 
tool ste l 


The pin cushion 1s 


and is equipped with 
velvet covered in 


so that pins can be easily inserted or re- 
moved; the back is covered in leather and 
has a smooth finish clasp which suspends 


pocket. The 
unit 


the cushion from the belt or 


two items are sold as a package 


Clarabelle: 


—''Give a quess, 
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Shulman Heads Sales 
For Zeppen-Field 

W. M. Zeppen-Field, head of the Holly- 
wood display firm of the same name, has 
that Harold Shulman has re- 
joined the company as sales and promotior 
manager. Shulman is no stranger to dis- 
play, having entered this field several years 
ago with Zeppen-Field; his father, S. K 
Shulman, at one time was with the firm i 
now occupied by the son, 
Shulman was an officer i 


announced 


the capacity 
During the war, 
the army. 


Griffith Wilson Studio 
Moves To Larger Space 

Griffith Wilson Studio, Miami, 
exclusively to the refinishing of mannequins 
and display recently 
larger quarters at 11066 Biscayne boulevard. 
The firm handles from Key West 
to South Carolina and is said to be the 
oldest in the area. It is operated by 
Elfriede and Griffith Wilson, 
voted many to this type of 


devoted 


forms, moved — into 


accounts 


who have de- 
work. 


Vears 


Sol Kamensky Joins 
Rich's, Atlanta 
Following his return 
Europe, Sol Kamensky has joined 
\tlanta, as assistant to William 
women’s merchandise 
tashion 


from a honeymoon 
spent in 
Rich's, 
Fritz, 
manager. He 


ready-to-wear 


will be responsible for 


coordination and fashion shows. Kamensky 


was formerly display with Kir- 


Columbus, Ga. 


manager 
ven's, 











who's taking who to lunch on whose expense account?''— 








Oltmanr 
For Euro 
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CHICAGO WINDOWS 
[Continued from page 37] 


yphones, early models of “talking ma- 

s”, were left in their original state 

the morning glory horn was painted 

inside and used as a vase for red 

The walls of the windows were 

d white and relieved by narrow panels 

illiant blue. A mannequin in each sec- 

if the display sponsoring the high 

n color for summer was posed On a 

n “X” that extended the panel color 

floor. 

the past four years Bowen has high 

ehted Dad in humorous versions of the Gay 

(X)s it have never failed to interest Henry 

tton & Co. customers in current men’s 

fashions for Father’s Day gifts. All 

iccessories needed tor Dad's golfing 

pleasure if “He’s Sportsminded” were dis- 

pl dona bench under a stylized tree and 
Dad was pictured as_ teeing-off. 

languid spirit of the deep South was 

Ided by John Cooper, director of display 

i ishion coordinator, in a series of four 

ows at Mandel Brothers, under the 

ntic title “Lousiana Languor. re 

fodav's nostalgic fashions that reflect the 

of a by-gone day.” 


Magnolia scented verandahs and gardens 


- 5 


were so much a part of plantation 
were conjured from fragments of 
ice work with a verdantique patina 
supply niches in which to pose manne- 
in floating transparencies of cotton, 
and organdy 
In one of the scenes the desired nostalgia 
modern version of the Southern belle 
swirling, mint-cool  organdy from 
Mandel’s dress salon was obtained by means 
buggy painted hunter’s green, focused 
re a backdrop landscaped along a lazy 
The dark backgrounds were washed 
ivid lighting to inject a porphyrits& 
into the moonlit pictures. 
thousand and one gifts for father 


presented in a stepped-up design at The 

Fair by Reed Schlademan. Father on a high 
1 had just arisen and in pajamas was 

ring to enact his morning ritual before 
fashioned shaving stand. His two 
children were presenting him with 
gadgets to make shaving less irk 

vhile a third child was busy with a 


X 


Oltmanns Leave 
For Europe 
Oltmann, of Oltmann’s, Omaha, and 
()Itmann sailed trom New York City 
aboard the SS Washington for a 


two months in Europe. Taking their 


ile along, the couple will go from 

re to Belgium and then to the 

zone in Germany to. visit Mr 

ns tather near Bremen \ trip 
he Rhine and through Switzerland 


nelude the visit. and the Oltmanns 


rn August 25 on the SS America 


Columnist Is Guest 
Of Cincinnati Club 


Hirtl, columnist of the Cincinnati 


vas guest of the Display Club of 
Cincinnati at the organization's last 
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First again with display men 
It’s becoming a habit with those suave, sophisticated Beau Monde manikins. 
Once again they “stole the show” at the recent N.A.D.I., N.R.D.G.A. Con- 
ventions. The same chic, charm and sparkle which won such applause at Chi- 
cago and New York will make Beau Monde invaluable in any window with 
a style story to tell. 
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Our New Christmas Line 


will be shown to you soon... 


wait for our representatives 


SG 2nd easoccutee— 


DISPLAY DESIGNERS AND MANUFACTURERS e PORTSMOUTH, OHIO 











CANDY CANE 


By the skillful use of a heavy board tube and a finely designed 
unbreakable Plastic crook, we have created a handsome 
Christmas Candy Cane for all your Christmas Displays. 
Striped in the traditional Bright Red and White. 


Size 36" x 52 x 2 


$3.50 each 


Packed 6 in a carton 


JOBBERS INQUIRIES INVITED 


R. A. OHLHORST 
Specializing in 
METALLIC AND FANCY PAPERS 
454 BROOME STREET NEW YORK CITY 13 
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NEW, ENLARGED 


Display World 


BINDER 





The newly enlarged, cloth bound binder 
for your copies of DISPLAY WORLD is 
now available. Maroon, with title in gold, 
the binder flat as 


easy reference to the pages of any issue. 


opens illustrated for 


Copies can easily be inserted and removed. 


| 
MAKES YOUR COPIES OF 


DISPLAY WORLD MANY 
TIMES MORE VALUABLE 


@ Easily holds 12 copies 
@ Keeps copies clean 


@ Handy for reference 


+300 
~~ each postpaid 


Exchange regulations permit the acceptance 


of orders for the UNITED STATES ONLY 


DISPLAY WORLD 


CINCINNATI 1, OHIO 
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HEN 
a particular item by as much as 100 
to 400 per cent it is worth reporting. 
That’s the 
display for the “Longview” magnifier, a fold- 
ing magnifying glass manufactured by Edroy 
Products Company, 480 
New York City. 


the magnifier in action, the 


a display unit boosts sales on 


record chalked up by the new 


Lexington avenue, 


Designed to demonstrate 
display has not 
only broken the company’s sales precedent but 
has won a place for the magnifier in stores 
that would ordinarily not carry merchandis« 
of this type 

Until the display was used, the “Longview” 
magnifier was selling mainly in optical goods 
with 


distinguishing 


stores. Shown in the usual way other 


merchandise, the magnifier’s 
features were easily lost in the shuffle. There 
to point up the 
case and pocket clip, the 
of the 


was no way folding plastic 
clear sharp quality 
that the 
reader to 


magnification, or the fact 


magnifier 1s wide enough for the 
see a column of newspaper type at one glance 

The problem faced by the Edroy company 
demonstrate the “Longview” in use 
so that the 


without 


was to 
customer could observe its good 
heing told. But 


points even 


Display Uni 


Important Was to 


more 


keep the display so smart 


and so discreet that it would not be out ot 
place in the most exclusive optician’s or 


jewelry store. 


Lastly, the display had to be 
small in order not to take up excessive space 
other 


conditions and still main 


or obstruct the view of merchandise. 
Po fulfill all these 
tain high visibility was quite an order 


Phe display was chosen was designed 
Paul Smith, of Paul Smith Advertising, 
In Made oft “Lucite.” black 


hase of the same material, it was entirely cut 


clear with a 
from stock sizes of plastic to bring down the 


cost to a reasonable 


fluorescent 
stores that de- 
The 


engraved with the words “See 


figure. Red 


plastic has also been used for 
high-key sales appeal. 


] 
hackground 1s 
} 
] 
I 


Better with a Longview magnifier” and. the 


price. On the background is mounted a piece 


Ot paper that looks like a newspaper clipping 
] | a printed sales talk about the 


itself is held at 


ind which bears 


Longview” The maenifier 


so that a customer passing 


the store window can read the panel of type 

t t] I fact the copy on display Is 
clearly legible for a distance of as much as 
/ or & feet 


lay were spectacu 


only did 


First tests of the new dis] 


lar ou heir results Not edroy’s 


1 


sales ncerease LOO to 400 per cent, but 
the display was used as the central unit for 
\ e window in many cases. Sidewalk 
rveys indicated that passersby were stopped 
the lag e( V pe panel SO valuable Was 
the display as a trattie builder that one chain 


Hitcheock 





Pharmacies, de ed a whole window to the 
Longview” display for five weeks 
Optical ds stores which had usually 
found magnitving ¢ to be rather slow 
overs were astonished at the volume. oft 
sales \tter ordering the display and a sup 
ty of the magnifier, one Philadelphia store 


be 


t Lifts Sales 


was back for more in three weeks, this time 
and two weeks 


frant 


doubling its original order 
later the 
telephone call; the dealer was completely sol 


Edroy company received a 


who had seen the 
walking in and 
their magnifier 


The deale 


out and customers 
in the 
deposits to 


display 


window were leaving 


insure receiving 


when the next supply arrived. 


tripled the original order. 

Perhaps the most startling result was. that 
stores which had never previously carried op- 
stocking th 


stores 


tical goods of this type began 


magnifier. Bookstores, department 


lending libraries, retail] stationery stores, gift 


shops, sporting goods stores, cutlery stores 


even architectural and drafting supply stores 
purchased stocks of the 
One fine optical goods store which was dea 


“Longview” 


set against putting up any advertising display 
matter was completely convinced by the large 


volume of traffic in a store across the street 


\fter turning down the Edroy — salesmat 


twice, the management later asked for the 
oe ” lot 
Longview display. Outlets that never Ie 

1 


door. be fore ordered the 
New ma! 


1 


that th 


past the 


a salesman 
magnifier and put in the display 
kets opened up to such an extent 
Idroy company now refers to the display 
their “silent salesman” 


As a 


1 ' 
customers themselves 


completely untoreseen 
began to purchase dis 
plays! An optical goods store in Ba 
wrote in or another display becaus 
heir original one had been taken by an el er 
propped up on a table, t 
Mer We edle work | 
customers obtaining 
to support a book when reading 


Probably the most surprised people ot a 
hy the hullaballoo 

, ; : a 
which expected that the display vould indee 


their 


were the Edroy compan) 


boost sales appreciably, but never eX- 


pected such a thumping success 


1949 
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MARKET WEEK DRAWS 
LARGE CROWD 
[Continued from page 55] 


ab ut 6 feet square, the alternate squares 


covered with puffed fabric and the empty 
squares for merchandise. Large Christmas 
di ations of solid globes of spun glass, 


trinimed with small Christmas balls. 
stra-Cite Industries, Inc., New York 
Cit Complete line of “Lico” display fix 


tures of plastic. Plastic-supported shadow- 
box panels. 

\. Lutz, New York City. Oval rattan 
Christmas tree. Utility what-not. Rattan 


bust forms. Cornucopias in all sizes, Dutch 
. locket-frame displayers, cuckoo clock 
all of rattan. 

Lynn Display, New York City. Expanded 
metal reindeer in small or large sizes in 
various colors. Umbrella Christmas tree of 
expanded metal. Separate Santa head, belt, 
buttons, ete., for application to columns. 
Lace horse’s head of paper doilies. 

Madisonia, Inc., New York City. Show- 
ing an improvement in mannequin wigs 
whereby thin metal bands are inserted in- 

the fabric of the lining to grip the 
head and prolong the life of the wig. Madi 
ia has extended its road trip coverage 
mannequin refinishing, as well as ex- 
ng its area of pick-up and delivery 
including 200 miles from New York 
Dallas, San Francisco, and Pasadena. 

Magnani Mannequins, New York City. 

New line of “Versabelles”, utility, all-pur- 
figures. Rubber ears so jewelry can 
pplhed. Rubber hands which wear gloves 
The figures are said to wear high 
lashion, conservative fashions, or sports 
ear equally well. The body lines have 
iodified to follow those of the human 

more closely. 

Maharam Fabric Corporation, New York 

\ complete line of fabrics and dis 
ovelties. 


stic Creations, Inc., Long Island City, 


Y. Sereens of wood. Colonial doorway 
laver. Animated Santa which bounces 
1 down. Featuring lock-corners on 


| the firm’s white wood units. Platforms 
legs which can be reduced in height as 


ngel & Co., Chicago Small carousel 
+2 inches in diameter, the characters beine 
Various — size 
es of wood, white flocked, and lighted 
within Sleigh, trees, 


and his reindeer 


garlands, 
tmas novelties. Doll playing organ. 
P. McCune, Flushing, N. Y. Wire 
tained glass Christmas trees. Santa 
gauze. Raffia owl and other 
-school figures. 


er in 
Children’s figures 


loth, burlap and matte finish Wild 
overed with cheesecloth and painted 


iral colors. Satin roses and other 
ot fabric. 

smore & Damon, New York City. <All 

tion large polar bear, zebras, el 


lions. Clown band. Store front sur 
by track for float parade. Bill- 
scene with Santa swinging a paint 
is he completes the painting, while 
ildren watch at the side. 
cle \nimated monkey 
o Mannequins, New York City. Un 
ble, washable figures in a completely 
Ine. = “Satin-Gloss” finish available. 


Clown on 





MODEL 500 — continuously projects 10 slides 
60 cycle; 500 watt 


— 115 volt, 
bulb 


MODEL 1000 — continuously projects 
1000 watt — ideal 
advertising displays — less 


slides, 110 volts, 60 cycle, 


for outdoor 


bulb 
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GIVE YOUR DISPLAYS 
CONTINUOUSLY CHANGING 


SELLING 
(MPACT 


BEST Automatic Slide Projectors 


10 to 12 standard size or smaller lantern slides 
can be projected continuously at a 10 to 30 
second interval. In store windows it provides 
attention-getting displays of accessory merchan- 
dise. As part of displays it tells a complete 


sales story. In theatre lobbies it projects coming 
attractions. 


Best Automatic Slide Projectors come completely 


equipped with any focus objective lens from 
6" to 36". 


Write for complete details. 











EXPERT WORKMANSHIP 
EXCEPTIONALLY LOW PRICES 


No Charge For Moulds. 





DIMENSIONAL 


PAPIER MACHE’ 


DISPLAYS 


Complete Units or Parts of Units 


NO PROBLEM WE CAN’T SOLVE with SPEED and SAVINGS 


FREE ESTIMATES 


LOMBARDO <«CO.. Ine. 


Manufacturers of 


PAPIER MACHE FORMS AND SPECIALTIES 


1264 60th 


Street 


GEdney 5-343] 


Brooklyn 19, N. Y. 










F# 


Custom Built 
PAPIIER M\ACHIE 
















me YOUR 
WINDOWS 




















Adu 


INFORMATION 
SAMPLES 
IVAN PUSECKER 


Artist Studio 


142 S.WARREN AVE. COLUMBUS,O. 
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Completely Automatic 
Slide Projection 


@ Four sizes — for 8, 12, 16 or 32 


slides. 


@ Available with coupled dimmer 
— automatically fades one pic- 


ture out, next picture in. 


@ Only slide projector constructed 
for positive synchronization with 


other lights and animation. 


@ Precise timing to your specifica- 


tions . . . at no extra cost. 


@ Choice of 2" focal length lens 
(short throw), or 5" focal length 


lens (long throw). 
@ Available with or without case. 


e Utilizes efficient Viewlex as- 
pheric condenser lens system. 
Produces brilliant image, even in 


lighted room. 


@ Sturdy — Lightweight — Portable 
—Fan Cooled—Quiet in Opera- 


tion — Easy to use. 


Write today for complete 
specifications and prices. 


GALE DOROTHEA 
37-61 85th St., Jackson Heights, L. I. 


MODERN MECHANISMS 
FOR DISPLAY MAKERS 








DISPLAY WORLD 


Ballerinas 36 inches high. Miniature figures 
of rubber, both men and women. 

The Moortgat Studios, Glenshaw, Pa. 
Sprays in striking combinations of ice- 
blue and pastels. Canadian holly repro- 
duced with great fidelity. New fall repro- 
ductions, including a remarkably real wild 
grape vine. Sprays in lime green and _ pink. 
Sprays of roses and gardenias. 

The Morgan Company, Chicago. Demon- 
stration of the “Line-O-Scribe” showcard 
machine in operation 

The Mutual Display Mtg. Company, 
Cleveland. Modern displavers of wood. All 
wood 60-inch display unit of four ledges 
which can be swiveled out into positions 
desired. Irregular display box supported by 
legs. New toil stripe tubes and canes in 


all SIZES. 

Natural Creations, New York City. White 
prickly oak trees, wreaths, ete. Combined 
prickly oak (white flocked) with wood as 
set pieces Fern trees. Holly Christmas 


trees. White wire sleigh. 

New Style Studio, New York City. French 
antique finish blouse forms, heads and 
mannequins in Classical style; all of papier 
mache. 

Old King Cole Displays, Ine., Canton, 
Ohio. This company, long well known for 
its animated displays, introduced a new line 
of animation .. . its first in eight vears. 
Christmas animated displays were the big 
attraction, although a line of static displays 
for fall and Christmas was shown as well. 

Oltmanns, Omaha. Multi-pointed, revolv- 
ing metal star of large size. Fences of 
simulated stone and brick, heavily flocked. 
Base metal fringe sprays. Medieval lanterns. 
Bell and pine sprays 

Park Lane Fabrics, New York City. Gen- 
eral line of Christmas and non-seasonal 
fabrics. Plastic ornaments 

Plastic Fabricators, New York City. Plas 
tix fixtures. Interchangeable swivel socket 
so that a shoe fixture, for example, can be 
put in a wall bracket and easily changed 
for a lingerie fixture, etc. Interchangeable 
l-inch base of plastic for all sizes of show- 
cards. Plastic covers for cards. 

Leo Prager, Ine., New York City New 
dress form ot plastic. Set of plastic fixtures 
newly styled for the new Fresh Meadow 
store of Bloomingdale’s; all are of heavy 
construction, from heavy blocks to tapered 
down rods. Flexible displayer with adjust 
able leave S$ tor accessories 

Price Fabrics Company, New York City. 
Metal cloths, satins, knitted fabries with 
non-tarmishable metallic varn. 


Radiant Glass Fibers Company, New York 


Cat (giant concave or convex metal discs 
in color jumbo Christmas ball plaques 
Glass fibres in sheets, feathery strands, 
etc., in a wide rat eve ot colors 

R-Tex Company, New York City. Jewel 
cloth, metallic fabrics Foil tubes, candy 
sticks up to 7 feet in height “Honey 
comb” 1s new item; two-tone effect and in 
anv seasonal colors 48-inch by 25-foot 
rolls 

Phe Reyburn Mtg. Company, Royersford, 
Pa. Hiall-billy panels in modern technique. 
all and Christmas panels. Cutouts ot 
Mrs. Santa and Santa Claus Die-cut 


enomes. Showeards with Christmas designs, 


ready tor lettering 
Ggustave Rubner, Inc. New York City 





eneree cuTeNe t1eG 


Laxerieesly 


Saori ter Bow ond ott Bering! these @idserees 


All-Occasion Frocks 5.00 


ee 


Write for our illustrated folder 
entitled ‘Selling Through Suggestion" 


| [ lz 37 EAST 127 STREET 
\ | | 
M gE NEW YORK 3, N. ¥. 








x |BULLETIN COMPANY 








1949 


— :' 
ADVERTISED TODAY, 














Sparkling! 


100% FIREPROOF 


GLASS FIBER 
NETTING 


Formerly 39!/z¢ yard 


NOW 29¢ yd. 


44 to 46 inches wide 
Choice of 14 Smart Colors 


A fabulously beautiful new ma- 
terial. Richer and less expensive 


than rayon or 


. . and SAFER, too, 
it is FIREPROOF. 


Featured on the front cover 


DISPLAY WORLD, March 


and in 


America's finest stores. 


cuts 10 yards. 


RADIANT 


GLASS FIBERS CO. 


New York City 


11 W. 29th St. 
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“Ge Plaque” panels in various colors, 

by gem-like sections of plastic ad- 

het to a flexible backing. Various dis- 
pers and fabrics. 


S k’s, Inc., Chicago. A well-rounded 
fall and Christmas decorations, set- 
nie varlands, foliage, and novelties. 
Scheuer Creations, Inc., New York City. 
Hat e and standing display racks of 
last and chrome. Plastic card frames. 
Con itions of plastic and blond wood. 


Sherman Paper Products Corporation, 
Newt Upper Falls, Mass. 
ter in shadow-box type 


blond 


corrugated or 


Fall and win- 
nes 1 color, nl 
n simulated walnut, oak ort 


Christmas 


papers, 


eric Shipman, New York City. Tilted 


irt window which gives a_ tremendous 
mpression of depth. Has now worked out 
, plan whereby the mirror windows will be 
financially available for the smaller stores 
ma four-year lease. 

Shoe Form Company, Auburn, N. Y. In 


dition to the tip-toe forms, a new and 
[ weighted toe 
from anklets to 
The 


“Glamour-glo” 


ttractive line of women’s 


rms has been introduced, 


in colors and clear. firm is 


making available 
“Mysty-glo” finishes, 
the past. New lin 
rrowed at the 

Nat Siegel, Inc. New 
men’s wear units 


Glass head 


which were pop 


includes shoe 
trim fit 


New 


leather 


ankle for 
York City 
Inset 
New 


mannequin 


with 
form papier 


man’s head Children’s 

mache. 

Chicago. 
Santas, 


well-planned 


Mite. 
animation. . 


Silvestri Art Company, 


isis On carolers, 
ete., singly and in 
Three - dimensional shadow - box 
Christmas scenes. 


N« WW York City. 


line of display lhghting equipment 


s lier Company, Ine. 


St ard Cellulose & 
York City. 
metal 
Santa heads. 


Novelty Company, 
Cellophane and metal 


Base garlands Bas-relief 


Base metal snowflakes 
bles and fruits in giant size, made of 
and exceptionally light. 


New York City 


shoes, bells. poodles, 


Styrofoam” 


Staples-Smith, Ince., 
s ot all sorts 


rk, gingerbread figures. 


Stensgaard & Associates, Inc., Chi 
Probably the most impressive of the 
shown by this firm was its three 
ional settings tying in with Walt Dis 
Numerous 


ew film, “Cinderella”. 


d figures also shown, as well 


were 
mercial murals and plaques of wood 


1 


Center, Los An 
types, 


Starkman Display 
bells of all 


plain, 


Mache some with 


as scenes; drybrush or me 
ish Mache treasure chest decorated 
Iimulated 


Miniature 


pearls, rubies and_ othe1 


mache figures of all pet 


history, trom stone age to. the 


Black teathe1 palm trees 
Cold cathode 
trames 


Baltimore 
Decorative 


Creations, 


cane. with pine 


Base metal ribbons and corrugated 


Big Santa 
Forced 


Service, Inc., Brooklyn 


is tree of mache 


perspec 
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a style story to tell. 





e . > * 
First again with display men 
It’s becoming a habit with those suave, sophisticated Beau Monde manikins. 
Once again they “stole the show” at the recent N.A.D.I., N.R.D.G.A. Con- 
ventions. The same chic, charm and sparkle which won such applause at Chi- 
cago and New York will make Beau Monde invaluable in any window with 
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tive Christmas three dimensions. 
Mache stocking in 
Giant eft 


on burlap) in medieval themes 


scenes 1n 


form of cornucopia 


boxes. Tapestry (silk screened 


Trans-Tec Corporation, New York City 
Portable display cases that dissolve one 
three-dimensional display into another. 


Scenes are set on two diflerent planes and 


with the aid of illumination and a mirror 


set at 45 degrees one scene seems to fade 


while another is imposed on the original 
with increasing brilliance 

Frederic Weinberg, Philadelphia. The 
word “Noel” formed ot leaves and Christ 
mas balls. Candelabra in dressmaker torm. 


\ustralian 
holding 


Flocked Lombardy tree. 
Halt 
Christmas tree aloft. 
Ray Whitnah Display 
St. Louis Antique 
in the frame can be 
Wood 


to panels for a 


Flo« ked 


pine sprays. Santa of mache, 


Products Company, 


mirror frame inserts 


changed from time to 


time. hinges which can be applied 


continuous screen Giant 


pencil and stand for displaver. Interchange 


able selt-leveling table legs 


D. G. Williams, Inc New York City 
While the spectacular beauty of “Dot's 
Crystal Palace” could not be transported 
intact from the New York show rooms to 
the display space at Market Week, a hint 
of it was seen in this well-known  firm’s 
exhibit Products shown included a_ tull 
range of new mannequins, from children 


through juniors and adults 
W. M. Zeppen-Field Studios, 


Free 


Hollywood. 
hand paper sculptured miniatures, rea- 


sonably priced and available in any char 
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Marnusfachibers. 
Flowers- Foliage 


GEN€RAL 
DISPLAY 


CORPORATION 


140 WEST FOURTH ST. 


Cincinnati 2. Ohio 


HOME OFFICE - FACTORY 
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Weed out your 
“Weak Sister” Colors 


Replace With ACE 
DO YOU HAVE some 


your family of show card colors? 


weak sisters’ in 


Do you need a better blue — a more 
brilliant yellow — a more opaque 
white? 

Show card arists need to have the 


right colors for their work. There is o 
quality in ACE Colors which puts more 
wallop in displays. Why not weed out 
colors with which you are not satisfied — 
and replace with ACE? 








Ask your dealer or 
write us TODAY 
for a Color Card. 














PRESCOTT PAINT CO. 


50 CHURCH STREET, NEW YORK 7, N.Y. 















JOS. E. PODGOR CO., Inc. 


Complete Display Suppliers 
618 MARKET ST. PHILADELPHIA 6, PA. 








adler-jones 


NYA GEM 20 dole t-): MRM] ob lore Co fo) 
x KK 
mediums: wire, wood, papier mache, 
composition . . . flowers and plants 
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women's 
plastic 
Bamboo 


New 


( hip proof, and 


series of 
with 
New line of men’s figures. 
custom Imported figurines. 
Metal racks. Miniature and life-size square 
dance figures. 

Zaria 


lady with body 


acters desired. 
mannequins, 
hands. 


screens, made. 


New York City. Tre 


of white twigs flared out in 
twig wings. 


Displays, 


skirt form, and with tiny lights; 
Revolving angel with trumpet, of spun glass. 
Fantasy figures of burlap scrim, painted and 
| 


COVETEeCa 


with mica 


ANA Steering Units 
Include Display 


National Advertisers 
committee members in 


Phe \ssociation Ol 
has named. steering 
five of its 12 areas of activities. The areas 
cooperative advertising, dis 
films, industrial 
merchandising, news 


are agriculture, 
play, educational activities, 
advertising, magazines, 
papers, public relations, radio and television, 
and outdoor advertising 

committee is G. A. 
Kendall Company; other members 
are as follows: D. J. Atkinson, Wildroot 
Company; F. W.. Bristol, Bristol-Myers; 
( | Procter & A yi 
Goetz, Pepsi-Cola; Murray Koff, Seagram 
Distillers; Parlin Lillard, General 
Ht. KR. Meeker, Colgate-Palmolive-Peet; G 
A. Phillips, Cluett, Peabody & Co.; A. L 
Scaife, Electric; C. J. Smith, Shell 
Oil, and J. J. Taylor, Jacob Ruppert brewery. 


Heading the 


Perey. 


display 


Gerhart, Gamble; 


] 


Foods; 


General 


Duties of the committee during the next 


vear are (1) to prepare an instruction book 


describing the sales ratio method of measur 


ing the relative effectiveness oi displays; 


(2) to prepare a general display study which 


will embrace “conditions in the display field, 


trends in costs, length of time displays re 


main up, and percentage of coverage 


achieved by diffe rent types of displays.” 
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—Representing the student body of the National 
Display Institute, Philadelphia, Roman Ziajka 
presents an award to Esther Schultz as the 
students’ selection as ‘Miss Display Model 1949". 
Looking on (center) is Mary McCauley, runner- 
up, while Martha Boss stands at the right. The 


selections were made at the annual ‘Spring 
Carnival" of the Institute— 
National Sawdust 
Offers Catalogue 
Four new items are featured in a new 


Nationl Sawdust Com- 
pany,65 North Sixth street, Brooklyn; they 
“Little Boulders”, 
crystal. In 


catalogue issued by 


are gold bars, burlpa 
addition, the 


catalogue shows the well-known ‘“Kew-Bee- 


crash, and rock 


Kut” products 





—G. P. Wiggans, display manager for Earl Groth & Co., Fort Wayne, used mannequins for 


added interest in this display of summer furniture within a backless window. 


An excellent 


response in sales is reported— 
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NEW ENGLAND GETS 
TOUCH OF HAWAII 


[Continued from page 25] 


iven an application of metallic coating 
afforded sparkle and extra life to in- 


and window displays. Mannequins 
oth artificial and real flower leis. Fresh 
fl s were flown in each day of the two 


promotion to replace any showing signs 


ting 
cooperated mag- 


display department 


in creating novel background touches 


for numerous special occasions during the 
Hawaiian Aloha’. The store’s restaurant 
particular spot of beauty. At one point 

were arranged gay groups of native flowers 
enhance a special buffet for the serving of 
Hawatian foods. Hawaiian place mats, coast- 
ers, and paper napkins were placed on all 
e tables. Restaurant personnel were 


leis. Table tents served additionally to carry 


yt the Hawaiian theme. 


| display department prepared scenic 
theatrical backgrounds and novel floral set- 
tines for the stage at fashion shows featuring 


A tropical lunch- 
Farring- 


Hawatian merchandise. 
yas given in honor of Joseph P. 


ton, Island delegate to Congress, and to the 


students attending 


On this 


umerous Hawatian local 
ls and the 


uests were led by Mrs. Givens and Lee Court 


colleges. occasion 


na tour of the store displays 


Supplying a fine musical note for the 


motion was a program of recordings of 
Hawaiian selections which were played at in- 
ils over the P.A. 


Hawaiian merchandise 


\ppearing on 
] 


SA le 


S\ stem 


for were tags 


ny a good will vreeting 
Many, many thousands of keenly interested 
ppers moved around the entire’ Filene 
lock to look over both the merchandise and 
ntriguing exhibits, and most of these 
into the store to investigate further. 
road appeal of the well organized dis- 


titracted not only regular shoppers, but 


lasses of students and teachers, col- 


art lovers, travelers and business 


it Kilene’s finds worth while all the 
ind expense required to stage these 
rate store-wide glimpses of other parts 


world seems obvious, as this is only the 


st recent of similar efforts which have 
utstanding 

Probably the present series of promotions 

inception in the store-wide presenta- 

New England arts and crafts which 

used several years ago. Here again 

was delegated to select the themes to 

vn in the store’s windows and interior, 

ent much time in scouring all of New 

| for interesting examples of that 
handiwork. 

the store management decided to 


through by transplanting a section of 


da to Boston, Court again was assigned 


» of selecting items to be shown and 
onsiderable time in Bermuda in prepa- 
for the event. The same was true 


lreland was the subject, timed for the 


of Boston’s large population of Irish 
by breaking just before St. Patrick’s 


is year. (Both these promotions have 
overed in articles in previous issues of 
MSVLAY WORLD.) And now comes the 


\loha”’ 


Wan 


ich, 


extravaganza as a crown- 


| 
| 
| 
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8 
LESS GLASS 








TRIPLET DISPLAY 
PER SET OF 3 


DIRECT SALES CO. 


SET 
LIFE SIZE 
LIFE COLOR 
CHECK WITH ORDER PLEASE 


JOBBERS INQUIRIES INVITED 


1212 AVENUE I (EYE) 
BROOKLYN 30, N. Y. 











It’s universal—multi-purpose. 
Guaranteed unbreakable. 
Easy to Insert. 

No rights or lefts. 

Flexible. Springy. 


Shoes can be suspended in 
window. 


$1 5.00 per dozen pair. 


Orders for 6 pair 
or less sent C.O.D. 


See your local jobber or order direct. 


THE “INVISIBLE”’ SHOE FORM! Write for catalog, ‘““Modern Design 


FITS ANY SHOE! 


One Form for all sizes and styles . 


etc. Looks like human foot, yet does not hide trade mark on insole! 


FITS EITHER SHOE! 


casuals, high heels, slings, ankle straps, 


on Display’, illustrating individual 
plastic display fixtures. No obliga 
tion, of course. 


* Trade mark registered. 


ROGER AENT COMPANY . 2... Abesticn 


211 N.Seventh St. 


St.Louis 1 Mo.., 














USE THIS 


OPPORTUNITY EXCHANGE 


For any WANT AD purpose: 
POSITION WANTED POSITION VACANT 
DISPLAY EBUIPMENT FOR SALE 
REPRESENTATIVES WANTED 
$3.00 Per Column Inch — CASH WITH ORDER 





LOW COST FLASHING EFFECTS 


Highest quality. Light, 
Many types and sizes. 45¢c and up 
Free descriptive folder No. 62 on request. Also motor 
driven flashers and controls. Address — 


RECO, 3055 River Road, River Grove, Ill. 


Skedoodie Thermatic Flashers. 
sound or motion. 








Y] ABACROME, inc. 











MANUFACTURERS OF DECORATIVE DISPLAY MATERIALS 














N 


455 WEST 45th STREET 











NEW YORK 19, N. Y. 
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KRYSTALITE DISPLAYS 


KRYSTALITE GIANT SNO-PANELS—SLABS 


USE KRYSTALITE SNO-PANELS 
AND SNO-BOARDS 


Up to 6 Feet Long — 20 Inches 
Wide — From 1 to 6 inches Thick 


Just the right material for: 


CHRISTMAS DISPLAYS 
FUR SALES 


ALSO AVAILABLE: KRYSTALITE 


Snowmen — Reindeer — Bells 
Trees — Snow Flakes 


Cut-Out Letters 12" x 3" thick, 
Self-standing, each $1.00 


Storewide and chain promotions built to 
your specifications. Write for estimates. 


Dealers Inquiries Invited 
Samples on request 


ole-buile 


PRODUCTS, Incorporated 
6415 N. California Ave., Chicago 45, Ill. 











Nurbattan 


— letter Co. 


'NCORPORATED 
151 W. 18th St. @ New York City 11 








adler-jones 


521s. wabash * chicago 5 
x KK x 

creative talent, designing in- 

genuity, production craftsmanship 
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'49 WILL REWARD 
THE '49ERS 
[Continued from page 57] 


} 


ot retail business is done on 30 per cent of 


its stocks 


7. Stores are eliminating advertising on 
make a 
It the merchandise was bought wrong 
won't sell it 


these 


weak items. Two wrongs do not 


right 
and doesnt sell, advertising 


either. They are clearing out weak 


sisters by taking sharp markdowns instead. 
advertisements 


8. Stores are eliminating 


requested by department heads because they 


have the budget and want to be “repre 
sented”. If an item is not representative of 
value, quality or some special service it does 


not belong in print or over the air. 


9. Stores are watching their price lines 
Phey are looking tor “price points” to 
determine the price at which merchandis¢ 
moves in the greatest quantity. They ar 
aware of one fundamental law: “It isn't the 


retailer or the manutacturer who makes the 


price It is the consumer.” 


10. More 


ductive copy and giving the consumet 


stores are planning more = pro 


all the 


information needed to make up her own 


mind Phe best way to do this, of course, is 
to show the customers all the benefits thes 
derive trom the merchandise itself. The 


with customers and not 
details, 


he neg COV 


davs ol 


revealing specific including prices, 
aQre ended 


ll. More 


then 


stores are putting plus efforts in 
They learned that 


every time you show merchandise raised at 


displays almost 


eve level vou make more sales. They learned 


that when vou show merchandise in-use, 


rather than just the merchandise itself, you 


learned that displays 
pretty 


MICcrease sales Phe, 
of assortments generally outpull the 
pretty single item displays 

12. More and 


post-mortems of each advertisement t 
and to 


more stores are planning 


de 


whether it paid its own way 


termine 
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determine whether or not the item and the 
advertisement should be repeated. From 
these post-mortems it is often possible to 
uncover “sleeper” items that should be 
promoted, 

13. More and more stores are using bet- 
ter research to determine what to promote 
In addition to a study of best seller reports, 
these techniques include advance testing of 
merchandise, use of want slips to learn what 
customers want that the store does not have, 
comparison shopping, customers’ question- 
naires and others. 

14. Some stores are reducing art and en- 
repeating illustrations 
used. In addition, | know some 


graving expense by 
pre viously 


stores which plan to drop a large part of 


their individual, original artwork and_ use 
more of the syndicate services. 
15. Many stores are setting up complete 


ethcient tollow-through methods so that their 
selling staffs are fully aware of what is ad- 
vertised in the newspaper, radio, direct mail 
or in the windows. An unbelievable amount 
of sales are lost in retailing, as in every 


other industry, only because the salesmen 
were not informed. The best advertisements, 
prepared by the finest copy talents and illus- 
trated by top artists, 


are not informed about the selling messages 


lose out if sales people 


and how to follow through. 


Knowing what we have to spend, and 


knowing how to do it, doesn’t mean a thing 
through. Every retail 


unless we tollow 


promotion manager has the responsibility 


today of discussing his sales producing pro 
eram with his president and controller to be 
certain that he gets the necessary funds to do 
the right 1949 Job 

Every manufacturer's promotion manage! 


has the responsibility today of doing the 
same thing plus determining how he can 
further help the retailer in distributing his 


products through cooperative advertising 


very newspaper advertising salesman 


has the responsibility of impressing his re 





i 


202XP. 


—The familiar geometrical arrangement of this display stamps it unmistakably as middle 


European. 


As a matter of fact, it is a window for a medicinal preparation derived from 


pine and was created by Ladislav Halamek, Brno, Czechoslovakia— 
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nd national clients with the need to 

a buyers’ market advertising appro- 

m in this buyers’ market. 

ry radio time salesman has the respon- 

sil of impressing his retail and national 
of the same need. In the case otf 
rs, he should help them in their pro- 
planning. 
ry direct mail printer, engraver and 
ated service organization has the re- 
bility to indicate this extra promotion 

( to retailers and manufacturers and 

hen show how to help them. 

It is only through such cooperative team- 
that we can hope to keep up our high 

sales volume. 


It is only through such teamwork that we 
can hope to keep up the American economic 

te 

Follow these promotion principles. They 
ire typical of the American pioneering spirit. 
Pan” harder and ‘49 will reward the “49ers. 


New Neon Sign Provides 

Instantly Changed Copy 
“Neolectric” offers an unusual new sign, 
featuring letters 24% inches high, brilliantly 
lluminated in bright neon when individually 
laced on the sign bed. The vivid light 1s 
duced without plugs, wires or connec 
tions of any kind between letters and sign. 
permits the letters to be removed at 
time and the copy or message to be 
rearranged without even shutting off the 
urrent Letters are guaranteed for 2,500 
ning hours and the entire sign consumes 
re current than an ordinary 100-watt 


Fhe “Neolectric” sign is available in two 


standard models, either 35 by 10% inches o1 
2! 10), inches. Other sizes can be 
inufactured to specification. There is 
The entire 


space tor a three line message. 
habet, numerals and symbols of every 
ire available so that the sign can be 
nploved effectively for any type of display 
ith practically no limit to its versatility 
nd appheation. 
Kquipped with Underwriter Laboratory 
ved parts throughout, the sign is 
ckproof. It causes no interference to 
idio or television reception. It is available 
Neolectric Corporation, Kmpire State 
ulding, New York (¢ ity I. 


Suggests Use Of Stucco 
For Low-Cost Store Fronts 


Stucco made with “Medusa” waterproofed 
Portland cement is proving popular 
w-cost store fronts, according to The 
Medusa Portland Cement Company, 1013 
Midland building, Cleveland 15. The stucco 
ticularly economical as compared with 
building materials commonly used for 
When desired, the stucco may be 


\ 


to any color. 


Stensgaard Fifth Annual 
“Old Timer's" Dinner 
vear the W. L. Stensgaard & Asso 
organization gives a dinner and get 
er for its “Old Timer’s Club” — em 
who have been with the company 
five years. Since its first dinner, with 


mbers present, the club has grown to 
Ss year with an aggregate of 557 vears 


rvice. The dinner was held at. the 
LaSalle, Chicago 
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ummer, winter, 
fall, and spring, 
mileo mannequins 
show everything! 

Display any garment to advantage, in any season 
with the versatile Mileo Mannequins. Our 
PLEXICOTE an innovation in finishes 
see it! 
Leading 
MILEO MANNEQUINS ee 
Since 1900 
7 West 36th Street New York 18 








THANK YOU, 


My Friends 


. . « for the very fine 
reception you accorded 
my line of Fall and Christ- 
mas decorations at June 


Market Week. 


For more than twenty-five 
years | have been serving 
you with a sincere effort to 
offer the finest quality and 
the best values in the 


display field. 
VISIT OUR SHOWROOMS 


in New York and tell us 
your display problems and 
we will solve them for you. 


DAVID HAMBERGER, Inc. 


Display Decorations 
115 W. 3st ST. NEW YORK CITY | 








WE ARE FEATURING 


4 NEW ITEMS 


FOR WINDOW DISPLAYS 


Rock Glass 
Little Boulders 
Gold Bars 
Burlap Crash 


ALSO MANUFACTURE 
Wood Flakes, Chips, Cork Bricks, Cedar 
Slabs and other Fall Items. Also Snow, 
Tinsels. diamond dust. Good for ex- 
terior and interior displays. It’s first 
choice in leading stores from coast to 


coast. 


NATIONAL SAWDUST CO., INC. 


Display Dept. 
65 N. 6th St., Brooklyn II, N. Y. 


Latest 1949 catalogue on request. 


Contact your jobber or 
direct if necessary. 














USE THE 


OPPORTUNITY EXCHANGE 


For any WANT AD purpose: 
REPRESENTATIVES WANTED 
POSITION WANTED POSITION VACANT 


$3.00 Per Column Inch — CASH WITH ORDER 
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For the Best in Mannequin 
Wigs use... 


/ 


2 


Braunos 
Var- Shape 
igs 





Style No. 1002 Style No. 1003 


NO MEASURING NEEDED 


A special base makes these wigs 
fit snugly and securely on the skull 
without the need of taking measure- 
ments. This quality wig at budget 
prices comes in any style or color 


desired. 


featlable at 


or Order 


Jobbers. 
Direct 


Leading 


Ask for our Style Circular 


HERZBERG-ROBBINS INC. 


457 W. BROADWAY 
NEW YORK CITY 13 





Specialists in mannequin wigs 
and mannequin repairs. 





or greatet 


of lighting 





RUSTIC POLES 
SLABS 
CEDAR BARK 
DISPLAYS, ETC. 


RUSTIC FURNITURE CO-, Inc. 


"“PARKCRAFT' 
Phones: 9-0068, 9-0147 








WILLIAMSTOWN, N. J. 








e@ PLEASE MENTION DISPLAY WORLD WHEN 
WRITING ADVERTISERS e 
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The Custom Shop 


KCENTLY completed by Paul Bry, 
store designer of New York City, The 
Custom Shop is on Park avenue and 
has been designed to accord with the dis- 
tinction of its neighborhood The shop, 


which is really quite tiny, serves as its own 


window display, thereby creating an illusion 


] 


space besides welcoming the cus- 


tomer, psychologically, into the shop 


By means of a dropped ceiling a variety 


effects, ranging trom direct OI 


can be achieved In 


that 


general to pin-point, any 


Notice the display wall 


area desired. 





JULY, 1949 
has storage units under it for easy access 
Colors used are natural, smoky blond oak 
with a warm, dark brown for the walls 
ceiling and carpet. 

All merchandise is shown in the oper 
display manner. 
Referring again to the lighting, it 1s 


—Two views of the Custom Shop are seen 

here. Note the wall display spaces, with 

storage units under them for easy access. 

Vertical supports hold bolts of materials. The 

lighting is a combination of incandescent and 
fluorescent— 











PEN, 
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( fully arranged to give maximum visibility 
well as variety and serves to mark the 
ious functions of the separate areas of 


shop. For example, fluorescent lights 
ealed by egg-crate louvres illuminate the 
custom fitting areas, while certain other ‘“de- 


tments” are highlighted by direct spot- 

ts for display purposes. This variety of 
fluorescent and incandescent lighting allows 
hoth warm and cool shades of light, 

h can be changed for mood and colors 

merchandise. 

\nother job by Paul Bry is The Craig 
Shop (not illustrated here) which uses the 
marquee principle both outside and in _ to 
extend over the display and stock. On the 
exterior the marquee has spotlights arranged 
in uniform rows to highlight the merchandise 
and to spill light well out into the street. The 

trance to the shop 1s beyond the main 
window 

lhe shop itself is long and narrow, with a 
circular area midway to break up the nar- 
rowness, and therein provides space for 
custom fitting and adjustments. Colors are 
natural buff, mahogany-colored wood finish, 

rug, and pale blue-gray inside the 
lothing bins and marquees. 


LOS ANGELES REPORTING 
[Continued from page 29] 


christened “Aloha” by Desmond’s. 
[he main props were groupings of typically 
Hawaiian foliage, made in the Desmond 
lisplay shop. The colors were white and 
se with various shades of light green 
eaves a perfect contrast for the dark 
green walls in the background. The man- 
uins were arranged in the usual 
Desmond’s style, with the props and 
branches of ti-leaves being the only divi 
s between the various units. 
We mustn’t overlook Father. Phelps 
kel didn’t. Display Director John Flot 


ten did a series of Father’s Day windows 
vith a large shadow-box suspended from the 
iling in each window. Each window in 


series had a different color scheme, with 
irregularly shaped shadow-box frame 
matching the floor covering. In one of the 
sportswear windows, for example, Flotten 
la red frame with a square of red car 
pet The shadow-box showed a_ brush 
ketch of a Father's Day scene in this 
wife or daughter placing Dad's new 
on his head. Various suggested gifts 
featured in the window. 
Have a Wonderful Sun Fun Vacation” 
the title of a vacation window fea- 
g summer coats done by Mary Kay 
Kerwin at Haggerty’s. Miss Kerwin re 
resigned as display director of this 
e, but the display was planned and done 
re she left. The props used were nat 
panels with stylized suns painted on 
The upper two thirds of each panel 
cut out. Various stylized designs were 
ned to the loosely woven ropes which 
strung back and forth between the 
s of the cut-out panels. Ground cork, 
with mica, was used on the floor 
copy read “Have a Wonderful ‘Sun Fun’ 
ition,” and the “Sun Fun” vacation 
was carried out turther by the ar 
ement of bottles of suntan oil on the 
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It’s becoming a habit with those suave, sophisticated Beau Monde manikins. 
Once again they “stole the show” at the recent N.A.D.I., N.R.D.G.A. Con- 
ventions. The same chic, charm and sparkle which won such applause at Chi- 
cago and New York will make Beau Monde invaluable in any window with 
a style story to tell. 




















MILLER’S DISPLAY FIXTURES, LTD. 


1442 PEEL STREET MONTREAL, QUEBEC 


MR. |. MILLER, exclusive Korrect-Way distributor 






















NEW 


FALL CATALOG 
NOW READY! 


Send today for your copy of the Ankerum Catalog showing 
America's most complete line of Scatter Items, Floor Coverings, 
Papier Mache, and many other display items. 


ANKERUM MFG. CO. 


19TH AND ARCH STS. PHILADELPHIA 3, PA. 






























Versatile PLASTIC 

Durable PRICE TICKETS PLASTIC 
PLASTIC Washable, durable GARMENT 
DISPLAY all-plastic tags in | RACK 
EASEL or 2 colors, assorted DIVIDERS 


sizes, shapes. Non- 

inflammabie, Printing Divide racks alphabetically, by 
Tough — flexible — transparent! wont scratch off, al- size, or by delivery days! Dur- 
Junior (55¢ doz.) holds cards to ways sparkling. Aslow able, printing won't scratch off. 
4 in. high; Senior ($2.55 doz.) to os 2¢ each! Priced as low as 5c ea. in quan- 
14 in. high. tity! 


Write today for name of your nearest wholesaler! 


PLASTIC FABRICATORS COMPANY 





faceucts Printers, Laminators, Fabricators of Sheet Plastic Materials 


440 SANSOME ST. SAN FRANCISCO 11, CALIFORNIA 

















NATURAL 
FALL 


FOLIAGE 


FLAME PROOF — PRESERVED 
BETTER TYPE 


Red, Green, Brown, Two- 
Tone, Gold, Silver, 
Pearlized Branches 


Transparent Blends 
White — Red — Rust. 








@ OAK—Roping 6" mixed colors, 
10 yard lengths 


SMILAX—Red, Green 
MAGNOLIA—Green, Brown 
MAGNOLIA—Branch on wire 
FLOCKED ASPARAGUS FERNS 
CAT TAILS—Asst'd colors 
WHEAT—Asst'd colors 

SEA OATS—Asst'd colors 
THISTLES—Natural color 
MULLINS—Natural to 6 ft. 
LOTUS PODS—Heads only 
ARTICHOKES—2 type stems 
RUSCUS—AIl colors—flocked 
BULRUSH — All Colors 
CEDAR — POLES — SLABS 
CORK — CHIPS — LOGS 
GRAPES — ALL FRUITS 
GRAPE VINE NATURAL 
STAKE WIRE — 14” - 34” 
Artificial brown 

YUVA STALKS — 4 to 7 ft. 
e@ BABY'S BREATH — Natural 


colored 
e SHEET MOSS — Natural 


e BOSTON — FERNS — FALL 
SHADES 


e WOOD SHAVINGS—Fall colors 


@ COLORED EAR CORN with 
JACKETS 


e DRIFTWOOD — All sizes 
@e MANZANITA — Branches all 


sizes 


e@ SEA GRAPE LEAVES — Natural, 


wire-branched 


Write for Price List of Fall Flowers 
and Christmas Items 


ARTS au FLOWERS ° 


DISPLAYS INC. 


Monufacturers @ Importers @ Creciors 


43 W. 56th St., near 5th Ave. 
New York City 19, N. Y. 


S. Reg. Trade Marl 
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SHIPPING PROBLEMS? 
TRY FREIGHT FORWARDING 
[Continued from page 27] 
more possibility there is of damage, delays, 
fosses, and pilferage. 
Despite the extreme care that is taken by 
the freight forwarder, damage claims do 


arise. Regardless of who is responsible for 
the breakage or loss, the freight forwarder 
because his creed is service makes 


prompt settlement, even before he has col- 
lected from the railroad or trucking com- 
pany. The forwarder usually pays such 
claims in a matter of weeks. This policy of 
speedy claim adjustment is in marked con- 
trast to that of many carriers, where it is not 
unusual to wait six months to a year for 
satisfaction. 

When you use forwarder service, tracing 
of less-car-load shipments is a simple matter. 
Unlike railroads or express agencies, the for- 
warder can inform you at any time exactly 
where your window or interior display mater- 
ial is en route. He keeps a record of every 
individual shipment can trace it at any 
time. This makes it possble to expedite, or 
even to divert goods in transit. 

Forwarders are not obliged to use any 
one means of transportation. On the con- 
trary, they make use of all surface facilities 

rail, truck, ship lines, or combinations of 
all three. 

Every railroad and steamship line as well 
as thousands of local and inter-city truck lines 
are available to them. They are in a position 
to render shippers a full coverage service that 
penetrates into practically every city, town, 
and village in the country coast-to-coast 
and border-to-border. 

The forwarder’s flexibility has often been 
put to good advantage in cases of local 
strikes, bad weather conditions, damaged 
facilities. Rather than wait until such con- 
ditions have been corrected, a forwarder will 
bypass trouble-spots by using another rail- 
road line, or by transferring from railroad to 


truck, and vice-versa 


_ 
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Department stores and chains often desire 
to have simultaneous delivery made at num 
erous receiving points. This can be = ar 
ranged through a forwarder. Also, some 
large receivers prefer that all deliveries be 
made at their platform at certain convenient 
times. This, too, can often be arranged. 

When you deal with a freight forwarde: 
you do business with only one company. You 
receive only one bill; even though the for 
warder may use several transportation systems 
in moving your merchandise. Paper work 
auditing, and billing procedures are there 
fore reduced to a minimum. 

Another service forwarders extend ship- 
pers, increasingly important with credits 
once again of much importance, is the effi 
cient handling of COD shipments. Forward- 
ers do not wait until COD checks are cleared 
To the contrary, they immediately send their 
remittances to the shipper. 

Many companies, since they started using 
forwarders’ services fully, have been able to 
eliminate the need for some or all of their 
warehouses. This has resulted in tremendous 
savings in rent, personnel, and supervision. 
More important, it has released capital other- 
wise tied up in frozen inventory. 

It is always wise to do business with finan 
cially strong organizations. In the transpor- 
tation field this is especially true. Since freight 
forwarders are wholly responsible from. the 
pick-up point until the merchandise is loaded 
in the railroad car, and again from unloading 
until receipt, you must be certain to deal wit! 
shippers or forwarders who are not. only 
adequately covered by insurance, but are 1 
themselves financially secure and responsible. 

Freight forwarder rates are no higher than 
railroad less-car-load, and are much lower 
than express, air freight or parcel-post (whet 
over approximately 50 pounds). Forwarders 
rates are regulated by the Interstate Com- 
merce Commission 

There are undoubtedly many times when 
premium services should be used, but it’s a 
fact that many shippers and receivers need- 
lessly pay premiums for slower service than 


if 2 


—Members of the "Old Timer's Club" of W. L. Stensgaard & Associates, Inc., at their annual 
meeting. The group now numbers 69, with an aggregate of 557 years of service— 
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sometimes available through freight for- 


irders. In the case of air freight, it should 
horne in mind that there are often weather 
ays and mechanical failures which may 
fect. shipping time from censignor to 
signee. \nd some premium - services 
iply do not have enough trucks to handle 
staggering number of individual packages 
same day that they arrive at the dis- 
ution point. In short, even when you 


lire special speed you should not overlook 


freight forwarder; he able to 


vide it 


may be 


for you, and at a saving. 
ne nation-wide forwarder ( Universal Car- 
ding «& 


rid wide 


Distributing Company) — offers 


service through subsidiary com- 
ies and agents in numerous foreign coun- 
s It 


luding 


handles the complete operation 


entry and export papers, collection 


and other charges; arrangements 


Invoices 
transportation to and from docks, as well 


overseas. In other words, simply by 


ning the company’s local representative, it 
from 


as easy to arrange tor shipments 


South Bend, Ind., to Liverpool, England, as 
m South Bend to San Francisco. Or to 
port merchandise from Madagascar to 
nsas City involves no more work or 
wledge than does a consignment from Los 
geles to Iansas City. 
Ihe forwarder’s representative 1s ready 
anxious to tter his advice whenever 
juested. Make him an adjunct to your de 
rtment and he will keep vou advised of new 


elopments, trathe schedules, ete. Q)n many 
casions he can offer time and 


lor 


trom 


money-sav- 


example, if you had a 
New York to Houston, 
nsidering the 


longer 


Ssugvestions 


ipment 


going 


might the use of 


Sugeest c 


it train which takes only one day 


rail or truck and which saves approxi- 


per cent in freight charges 


freight forwarder 
vital the 
merchandise In 


he modern nation-wide 


more than ever a link in 
load 
f today’s competitive conditions it 
the 


ooves the retailer, and 
manufacturer to study 


displayman, 
and analyze the 


19 4 
avallable lo 


and 


this 


forwarder’s 


ous facilities services 


in| making appraisal it is well to 


with trained 


. } 
Isecl 


tative, 


Second School Carnival 
Promotion Under Way 
\ well organize al 
detail to 
school 


program, de- 
100,000) re 


promotion 


assist some 


med in 


ers of items to increase 


supply 
es at school-opening time and throughout 


vear, 1s currently swinging into action 
oughout the United States. It is the 
19 “School Carnival” 

he project is being continued for the 
19-50 school term after getting started in 
omewhat less complete fashion last fall. 


is directed toward expanding and extend 
retail sales to 33 million boys and girls 
» constitute the American s« 


hool market 


associations in the school 
the initiative in 
ranizing separate aspects of the campaign. 


iwo 


trade 


ids industry have taken 


ey are the Wholesale Stationers Asso- 
tion of the U. S. A., of 250 Fifth avenue, 
the Paper Stationery & Tablet Manu 
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facturers Association, 257 


in New York City. 


Fitth avenue, both 


Five important steps in the campaign 
have been developed. They include: 

(1) Distribution by wholesalers of thre 
dimensional lithographed displays. They 
contain a lively panoramic view of a car- 
nival midway, with school supply items 
caricatured throughout the illustration. 

(2) Design and printing of a three-colo1 
leaflet, illustrated with circus lettering and 
art and containing halftones and detailed 
descriptions of many school supply items. 
The leatlets are availabl to retailers 
through their wholesale distributors 

(3) Distribution of four-color posters 
illustrating the “School Carnival” theme, 
“School Days Are Gay Days—Buy Good 
Supplies!" The posters, showing a Ferris 
wheel constructed of notebooks, tablets, 
filler paper, pencils and other low priced 
school supplies, are now being distributed 
to the trade by the members of the Paper 
Stationery & Tablet Manutacturers Asso 


clation 


(4) Production of a complete kit of 54 
newspaper mats 
(5) Distribution of a “School Carnival 


guide,” an illustrated eight-page booklet 


printed in photo-offset This is a compre 
hensive catalogue of merchandising and 
promotion ideas that are readily adaptabl 
to the “School Carnival” theme 


Winners Revealed 
In Contest 
| hree 


nl recognition Ol 


special merit awards to retail stores 
outstanding service to 


business girls through city-wide presenta 
tions of Charm magazine's May “Two Weeks 
With Pay” program, 


8 by Street & Smith 


were announced July 


Publications, Ine 
IO! thei 
store-wide 


Receiving special mention 
imaginative 
the 


Francisco: 


unusual and coo! 
White 
Barr Com 
Memphis 
hand-lettered 


stores for originality 


dination of promotion were The 
House, San 
pany, ot 


V} 
| 


Famous 


Louis, and Lowenstein’s, 


iw awards, consisting ot 


scrolls, commended the 


and creative ability in window displays, 


fashion shows and announcements dealing 


problems oO local 


with vacation plans and 


' 
business girls 
\t the same time, the winning retail stores 


in Charm's “Two Weeks With Pav” window 


display contest were announced. Window 
displays were chosen on the basis of general 
styling, attractiveness of design, and 
business girl appeal. 

First prize of a $100 U. S. Savings Bond 
and a special recognition certificate went to 
Maas Brothers, St. Petersburg, Fla., wher 


L. L. Wilkins is display manager 

Paul C. Smith, J. W. Robinson Company, 
Los Angeles, and Harold McLaren, The Bon 
Marche, Seattle, took second and_ third 
honors in the contest, $75 and $50 U. §S 


Savings Bonds 


for the contest were Cecilia 


Staples-Smith, 


Judges 
Staples, 


Inc Irving C 


Eldredge, assistant manager of the Visual 
Merchandising Group, National Retail Dry 
Goods Association, and John <A. Cairns, 
president, John A. Cairns & Co., Inc., all of 


New York City 
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COLOSSAL! 
SENSATIONAL! 
STUPENDOUS! 


THE NEWEST IN 
ANIMATED MANNEQUINS 


The mannequin that all of greater New 
York Displaymen raved about. Eyes 
blink 11 times per minute, move back 
and forth in a human manner. Appear- 
ance is not startling, as eyes move and 
blink at all times. Remove the blind 
appearance from your mannequins. 


Can be used in any type mannequin, 
from infant to adult, and for any type 
display. Model can be New 
York City. 


seen in 


Can be used for advertising displays 
of all kinds, including national adver- 
tising displays, cut-outs. Santas, mani- 
kins. ete. 


Can be used for children’s dolls. Use 
spring motor or small current de motor. 


WANTED 


A manufacturer to place this item on 
the market on royalty basis. Fully 
patented. Exclusive rights. 


Address BOX 7 JN 
Care of DISPLAY WORLD 














Increase Your 
Earn-ABILITY 


48 week professional course in 


DISPLAY and MERCHANDISING 





Your talent 


Also complete and ideas are 
worth more when you have 
Six semester courses in the technical facility and 
confidence that comprehen- 
. : sive Feather and _ Feather 

@ Commercial Art 

training gives you 

: a - Complete instruction at 
e@ Fashion Drawing | professional level in color 
and design, card _ writing, 
P wire, plaster, papier mache, 

© Cos e Design- 
tum I ign and mannequin pinning for 
counter, window, and _ store 


ing 

- display 

Feather and Feather School 
Design is 


. Interior Architee- of approved for 











( F £ a- 
ture and Decora- s- I. taining. For informe 
tion and catalog write the 
tion Registrar 
jodie 








3917 Montrose Blvd. 
Justin 86617 
Houston 6, Texas 





feather and feather 


school of design 





adler-jones 


521 s.wabash - 
xKK * 

10,000 sq. ft. of showroom space 

in our own manufacturing plant 


fod ob Core fe fos 
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Firm 
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Display 
Worid 


Display’s Great Monthly Digest 


SERVICE 
BUREAU 


The DISPLAY WORLD Service Bureau will 
be glad to supply the latest authentic informa- 
tion about anything 
which you are interested. 
your needs listed on this blank, write a sepa- 
rate letter. 
you want on file, we’ll find out for you. 
yourself of our service facilities without cost 
or obligation. 
of any display problem. 


in the display line in 
If you do not find 


If we do not have the information 
Avail 


This service includes an analysis 


Air Brushes 
Airpainting Equipment 


|} Animated Signs 
() Artificial Flowers 
) Artificial Snow 
] Backgrounds 
] Background Colors 
| Background Coverings 
}) Brushes and Pens 


Bulletin—Directory Boards 
Card & Mat Board 
Cardwriters’ Materials 
Color Lighting 
Composition Pieces 

Crepe Papers 


}] Cut-out Letters 


Cutting Machines 
Decalcomania 
Decorative Papers 
Display Forms 


) Display Furniture 


Display Letters 
Display Racks 

Dye, Rug and Carpet 
Enlarging Projectors 
Fabrics and Trimmings 
Fixtures 

Flags and Banners 
Foils 

Glass Specialties 
Grass Mats 

Hosiery & Shoe Forms 
Invisible Glass 
Lithographed Displays 
Mannequins 

Metal Sheets 
Millinery Heads 
Motion Displays 
Motion Mechanisms 
Mouldings 

Natural Foliage 
Pageants & Exhibits 
Paper Sculpture Displays 


) Papier Mache Specialties 
‘} Photographic Blowups 
‘] Plaques (Window) 


Plastics 

Price Cards—-Tickets 
Price Ticket Holders 
Ribbons 

Sale Banners 

Show Card Colors 


} Show Cards 


Show Case Lighting 
Show Cases 

Store Designing 
Socks— Window 
Store Equipment 
Signs—Brass—Bronze 
Signs—Card Holders 
Signs—Electric 

Sign Printing Machines 
Sleeve Forms 

Store Fronts 
Tackers 

Time Switches 
Turntables 

Veneers (Imitation) 
Wall Board 

Wigs 

Window Lighting 


() Do you wish a copy of their catalogue? 
{] Do you plan to remodel your store soon? 
[} Do you plan to build a store soon? 


MAIL TO 


DISPLAY WORLD 


CINCINNATI, OHIO 


Display Manager 


State 
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Mutual Display Announces 
New Style Tube 


Mutual Display Mfg. Company, 1101 Power 
Cleveland 14, is featuring a new 
tube said to be especially 
appropriate for the holiday display season. 
The tube is of metallic finish and can be 
had in several brilliant colors; it can also 
be matched with cane tops in white metallic 
Various 


avenue, 


stvle which is 


stars if desired diameters are 


available. 


Automatic Slide Projector 
Fades Slides In And Out 


Utilizing a coupled dimmer, a new slide 
method of projec- 
tion which automatically fades one picture 
fades the next picture in. Each 
slide is synchronized to change at a momen- 
Unlike 
is no abrupt change 
abrupt 
from light to dark, no visible change 


projector uses a new 


out, then 


complete darkness. 


there 


tar\ point ol 
othe r projec tors, 


from one subject to another, no 
change 
across the screen area 


To increase impact of visual presentation, 


JULY, 949 


this unit is also designed for positive syn- 
chronization with lights, sound or mechan- 
ical actions. 

The projector is produced in 128 basic 
Variations sto meet every need. The user 
four sizes, two stages of 
brightness, two focal lengths, with or with- 
out coupled dimmer, cased or uncased, and 
choice of two controls conventional plug- 


has a choice of 


in or remote control. 

The “Display King” projector, with its 
new method of projection, is made by Gale 
Dorothea Mechanisms of 37-61 85th street, 
Jackson Heights, Long Island. Ed Burnett 
is sales manager for the firm. 


Bank Uses Display 
Of $1,000,000 Cash 


To dramatize the fifth anniversary of the 
Waukesha State Bank of Waukesha, Wis.. 
the institution installed a lobby display of 
$1,000,000 in currency. The money was en- 
plastic bubble 32 inches in 
diameter by 18 inches in height; it was 
made by Tewes-Roedel Plastics Corporation, 


Waukesha. 


closed by a 


by Tony Brinker 
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AUTEN 


DISPLAY DIRECTOR, CASTNER-IXNOYTT, NASHVILLE. 





my —~— 
LAST Stop % 7 






FTER LEAVING SCHOOL 25 YEARS 
AGO, ALLEN WENT wit LEOPOLD 
ADLER, IN SAVANNAH, GA., AS 
CARDWRITER, TRANSFERRING 
TO THE DISPLAY END AFTER 
THREE MONTHS. WHEN THE 
DLSPLAY MANAGER LEFT A SHORT 
TIME LATER HE TOOK OVER THE 
DEPARTMENT AND REMAINED 
THREE YEARS. LEFT TO HEAD 
DISPLAY FOR LEBECK BROS., 
NASHVILLE , FOR SEVEN YEARS, 
AND THEN TO GAIN EXPERIENCE 
IN A BIGGER STORE JOINED 
THE JONES STORE, KANSAS 
cITy, AS ASSISTANT. AFTER 
A YEAR THERE HE RETURNED 
TO NASHVILLE AND CASTNER- 
KNOTT, WHERE HE HAS BEEN 
DISPLAY DIRECTOR FOR 

\3 YEARS. 4 é 
~ . = 









AS WON NUMEROUS AWARDS 
IN NATIONAL DISPLAY 
CONTESTS. SPENDS MOST 
OF HIS SPARE TIME WITH 
HIS WIFE AND I7- YEAR OLD 
DAUGHTER, AND WORKING 
AROUND HIS HOME. LIKES 
BASEBALL AND FOOT- 
BALL, AND HE AND MRS, 
ALLEN NEVER MISS 
A GAME OF THE 
LATTER... BOTH ARE 
GREAT FANS OF THE 
VANDERBILT TEAM 
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WE BELIEVE IN "JUMBOS" 
[Continued from page 52] 
bo” windows, have recently been fol- 
| at the opening of the straw hat season 
the “largest ever” window display of 
straw hats. This was based on the familiar 


5 of Texas, “It’s Bluebonnet time in 
Texas” This theme furnished inspiration 
the window backgrounds white, with 


partly rolled sheet music of the song, the 
cover of which was done in bluebonnet blue, 
surrounded with sprays of bluebonnet tlow 
ers. In explanation for those who do not 
ive in Texas, the bluebonnet is the state 
flower and appears, almost without warning, 
as a vast carpet spread over the Texas 
prairies just about straw hat opening time; 
a further tie-in is through the fact that “bon- 
net’ 1s a Dallas colloquialism which means 
straw hat. 

This idea furnished a pleasing, functional 
decorative color for the display and was a 
welcome departure from the oft-used sun 
flower, palm leaf fan, and other obvious 
symbols of straw hat time 

It is planned to continue this series of 
giant window displays until other famous 

] 


rands have also had their day 
Ball Added to Sales Staff 
By Old King Cole 


ice-President John Worthington of Old 
Kin Cole Displays, Inc., Canton, Ohio, 








s known the appointment of lan Ball 


e firm’s sales staff. Ball has been with t iy , : sated.” DAG SAGs 
sabe : eS P “ a . ee NP A <= ar aes 
Old King Cole home office since 1946 TO ee hy 


He will be the firm's representative in 
Michigan, Kentucky, Indiana, Illinois, and 
stern Ohio. 


Lautzenheiser will continue to repre 


the company in’ Pennsylvania, New ; “Tiny . . j CONTEMPO 


York, West Virginia, Maryland, and eastern “an 7. Humdrum windows or cases? Hides 
Ihio, and Hal Googins in the New England Sy, ~* : the sore spots with ease. Add a 
L. V. Bockius is the company’s i “. we “ novel note, emphasize the display 

ial representative handling animated : ‘ ; and easy to do. 


tmas displays > .. i \ 3150-D—Black on Silver 
ih ; 7. 3151-D—Silver on White 


INTERESTING TREATMENTS : . ce At your jobber's or write direct. 
[Continued from page 42] ae . SEA ; J 6.95 per roll 25' x 19". 


ion, Houston, whence comes the dis aay > 
at the uppel right . . one of a series “s > i ISINGLASS VALANCE CO. 
splays taking the theme “For an elegant 5206 Tilden Ave. * Bklyn 3, N. Y. 
er’. The interesting background 1s a 





dluction of an early French tapestry 
ted on burlap in muted tones of sepia, 


Ga Ar De ee Wits ean 
0 LEMS | @ ST. LOUIS, MO 


GARRISON WAGNER CO. 


and amethyst. Floors were of green 








le, while pedestals and urns were filled 






fresh fruit and real Woodwardia fern 











s production in our ‘Sidewalk Theatre’ ” Color transparencies and photo | = yp seg a Ave. 
ments Wright, “has attracted considet enlargements made to ANYSIZE. e CHICAGO, ILL. 

a 10 ‘cause oO e » detailing * ae ADLER JONES CO. 

ajesinn n | be : = : wer 7 t ar Sond brochure of California Bs 521 S. Wabash Ave. 

le tapestry background — which is 65 | Subjects on your business letterhead.) | pomp 

ong and 15 feet high, a fitting back- | : 4 @ CHICAGO, ILL., NATIONAL CLOTH 





nd tor fine cottons in’ the elegant IER SERVICE, Transporation Bidg.. 
mo 


; 
' j 608 S. Dearborn St. (Write for Catalog 
. ; : 4 a ' | e PHILADELPHIA, yt HANICKS 
final display also comes from Houston | PHOTOS of CALIFORNIA eS parnigon ca oan 138 So. 3rd ; 
shows the dramatic way in-_ which | 4 @ DES MOINES, IOWA, KESL DISPLAY 
: | i 920 Walnut St 





ns are displayed within Foley's, where | BELL PHOTO & DISPLAY 346 CLAY ST. =LOS ANGELES 
k WVermilye is display director. A | 


t neatly done panels features every 











in this department, while the large 


is of wallboard catch the eve and | | WINDOW DISPLAY | adler-jones 


attention to the department as well as 


e panels. To speed up sales, a sign MATERIAL | 521s. wabash - fo ob Core £0 fol) 


“Please take your. selection § to 


x KK 


ier”, an identifying sign showing the | BECKER SIGN SUPPLY CO. te veees bt sueeseets soreaee 
| | 319-321 N. Paca St. Baltimore 1, Md. to america's leading stores 








ier’s location 
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DISPLAY ON BIG SCALE fuse them to himself. He passes them op rv 


J Oo 34 4 E RS AT THE CRESCENT only when he can see how they can be used t ; 


in a functional, practical way. Then he passes 








We specialize in Children's Mannequins oe ie se ; them on orally. All ideas which warrant hat 
For particulars write LeSage sits down at the beginning a eee up in the mock-up window. Ther ‘“ 

WINDOW MANNEQUIN, INC. vear and igures out the year’s were: when pre duction goes to work on the real sets. Th er 

449 West 30 St. New York 1, N. Y. 5 aga lanwapalbeee dane ie? buys Props TOF staff is responsible for getting and returning es 
the Christmas a year and a halt away. New wevcheadian. Color in the windows come: tit) 

props are also added to the basic installations from the merchandise and the props, as ther vd 

contemplated for the remainder of the year. ig no color lighting. Window readers are of ig 

This display director gets his ideas from a del 


plastic. 
thousand and one sources. He buys every Recogm 
If new personnel are inexperienced — the 
































periodical that will have indications of things as! 
to come. He has spent many hours delib are first trained D\ experienced people be ore nd 
erately looking for ideas in the Metropolitan a —— takes ge . - Wing ; if hile 
Museum in New York City. School of Mod they lave experience they skip the prelim- ert 

2173 N. CALIFORNIA AVE. CHICAGO 47, ILL. vie Design. Rosenwald museum. Field "ary basic training ic thee work wan 
museum and so on. He has taken courses ‘f2tts them wages are mercase’ on an ave | 

ORIGINAL at the Lighting Institute in Cleveland, Pea age of every three months, Salary is in- is 
COSTUMES of YESTERDAY hody college, University of Chicago, North creased first, then responsibility 1s added later its sale 
Rent from western, Sewanee, and Nebraska universities. The two are never given at the same time, as rest 
KATHERINE BURR FLEMING This summer he is taking a refresher course the worker gets two rewards raha o! t pre 
76 Rogers St. Branford, Conn. in lighting, at the Lighting Institute, for it © tWe-im-one and makes a better worker. tion 
Phone: New Haven 8-1836 has heen two years since he has had_ the Future plans for this display department ms 
sainelibe ee course and he wants to have the latest are big. About $100,000 is to be spent on th 
formation for present and future plans. He windows over a_ three-year period. Ever rig 
USE THE iso travels around the Northwest attending window will be made a complete — stage ese 
OPPORTUNITY EXCHANGE such events as the Pendleton Roundup and Around $75,000 will be spent on = installing that a 
pie a. So nance { e Wenatchee \pple Festival just to get the separate electrical feeders to each window i - 
USED DISPLAY EQUIPMENT FOR SALE eel of the section Gas and air lines, false floors and wood- 
$3.00 tn. chee wate Oeben He supplies his. staff with the periodicals carved drapes in each window will make. the = 

e buys but he keeps ideas which might con windows among the finest in existence. 

ti 
iV¢ 
oh 
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Visual Merchand : 

isual Merchandising: 
th 


A Definition i 





it 
By JOHN E. MERTES, Chairman 
Department of Marketing, University of Oklahoma, Norman, Okla. 

(| 
Hie ters omotion s becon ually tollowed. But when the merehandiss It is totally inadequate tor technical pur- ; 
the language vas brought indoors for protection, and poses. Edwards and Howard use a defini- tribu 

Wooyveal stored for a greater length of time, mer tion of display adapted from one of adver 

been appled to chants overlooked the primary principle tising by the American Marketing <Asso- 

process \s they learned when less elaborate places of ciation: “Advertising is any paid-for forn 
dea advanced sale were used Thus display not) only Ot non-personal presentation of the facts rtn 
ttempted in evers became retailine’s oldest, but also its most about the goods, services, or ideas to 4 al 
ithout neglected sales tool group. They suggest that the phrase “the that th 
ts proper place in the complet With this im mind, the term visual met goods themselves,” (') be substituted for ani 
Management, 11 ittempting to  chandising was adopted to indicate a_ re “tacts about the goods, services, or ideas’ tome 
the varvine tivities in their proper evaluation of the display tunction It is to differentiate display trom advertising 
lopted the tern being used today because display implies This concept of display can be summed up iti 
m based n ti more overall activity in the field than it) in the phrase, visual merchandise presen- An 
et Pa rm it implies a total svnthesis of tation, as the term “visual” means: per- sl dees 
each factor in the the many activities im the retail store re ceived, attained, performed by vision. ; 
‘ coordinated sO) volving around thre presentation ot the The National Retail Dry (;oods \sso ] 
{ total impact upon the customer ictual merchandise. However, the term has — citation, in one of its sponsored publications, ee 
to increase been used by various practitioners to indi defines display as “a method of presenting sa! 

ul profit of tl ite many varying concepts Obviously, merchandise before the public in such 4 
ne agreement as to its meaning should manner as will show off its most desirable fie 
Howe if this scheme ot applica be arrived at, so that its connotation will features, which in turn will create a desire te 
ited to a minor mean the same to all \s a point of de in the mind of the person who views. the " 
Management forgot that concet parture, let us explore the definitions of display to want to possess it.” (7) Including a 
ition of visual interest on the merchandise display and merchandising in an effort to these aspects, our definition reads: Visual ; 
proper display is the oldest selling correlate the ideas Krom this, perhaps merchandising is the presentation of the nt: 
tool available 1 the retailer Primitive we can evolve a. suitable definition merchandise which enables the purchaset ; 
society made proper use of display in its Webster defines display thusly “To to visualize its possession, in 
bazaars ind) open markets Phe unfold; to spread out or wide to spread The American Marketing Association d “3 
icrait goods wel displayed openly before the view; to show.” This definition fines merchandising as “the planning in ( 


the lines of traffic the people habit mav serve its purpose tor the lavman, but volved in marketing the right merchanidis 











yl 


LY; Say 


rvice at the right place, at the right 
in the right quantities, and at. the 
price.” (*) J. W. Wingate 
handising from the retailer's point of 
oe atten 
on the adjustments of offerings to de- 


defines 


(merchandising) centers 


| from the standpoint of price, quality, 


tity, time and place—rather than on 


ods Ol 
sughout 


attracting patronage.” (*) 


these definitions, the one com 


denominator is the emphasis on demand. 
gnizing demand as a criterion is turthet 


isized by Edwards and Howard when 


indicate that advertising can only be pr: 


ly employed by considering the limitation 


rtising can not sell merchandise that 


e do not want to buv.” (°) Theretore 


merchandising consider — the 
iv of the 


iles Our 


must 
merchandise in proportion to 
evolving definition can 


Visual 


presentation of — the 


now 
estated as merchandising 1s 


merchandise in] 


m to its demand It permits the 
ner to visualize its possession 

display of the right merchandise, at 
ight time, in the right quantities, at 


right price, and at a_ profit indicates 
proper relationship between selling 
and space cost should be determined 


e basis of this evaluation, an analysis 


he merchandise control records to 


the selling space utilized by the 


tment and by the individual items 


1 1 


ived (including the interio1 


counter, 


vindow displays) and the allocation 


ch Space Call Mt mad Phis analysis 


becomes a visual merchandising ac 


Moreover, many displaymen_ think 
this concept should) proceed furthet 


goods’ basic characteristics should be 


consideration 


into in an effort to 
1 the custome! tram and disperss 
roughout the selling floor or floors 
ut inconveniencing the customer. Just 
vertising is allocated on a day-to-day 
» items that will direct the custome: 


ut the store without overtaxing 


spe ific location. so 


displayed in 


ling torce at any 
the merchandise — be 


i manner as to effect proper custome! 


bution The visual merchandise 
then be responsible tor the layout 
store, counter layout, allocation oi 
for strategic interior display, and 
rtmental identification Finally, — the 


should be 


wherever 


signed in such a way 


mav be 


andise 


tiie sales, possible, 


mized through self-selection by the 
met 
take into con 


Vernon H. Jones 


merchandising 


definition might 


ition the concept ot 
defines display “as a 
keved to the 
nefits the 
his place ot 


viewpoint of the retailer 


retailer by assisting him to 


business an efficient 


and service machine, making it easiet 


alespeople to sell) merchandise and 


for customers to buy merchandise 


Its aim is to help, unselfishly, the re 
to do a more successful job ~ (%) 
. the idea has been extended from a 
leration of the aforementioned factors 
e of considering the external visual 


ntation of the store It is contended 


o perform the function properly, visual 


ination of the presentation of — th 


and the merchandise housed is neces 
On this basis, the visual merchan 
activity would include control ot 


DISPLAY WORLD 


and/or its modernization 
The 
Retail visual 
presentation of 
in relation to its demand 
by the 


the store design 
and store identification. 
would then 


dising is the 


final definition 


read: merchan 


merchandise 
It is accomplishe d 


coordination of store and merchan 


dise presentation, taking into consideration 


the proper evaluation ot sales, spac costs. 


and customer traffic. It permits the customer 
to visualize possession of the store’s goods 
and facilitates his selection and purchase 

Our definition now implies that the “d1 


rector of visual merchandising” 1s 


sible tor coordin 


re spon 


ating the activities ot (a) 


planning, (b) store design, (c) store and 
departmental identineation (d) custome 
trathe cont ol, (e) store lavout, (ft) space 
sales analvsis, (g) fixturing, (h) window, 
interior, and counter display, (1) merchan- 
dise signing, (j) outside exhibits, and (k) 
display research. n planning, coordinating, 
and directing these activities, his place as a 
retail executive would be assured 

In summary, perhaps the experience of a 


merchant I once knew would be of 


\\ he never an 


ment failed to 


interest 


item did not move or a depart 


sales 


predetermined 


volume, he did not condemn the item as 


buyer's mistake nor did he blame the ex 
ternal advertising as an inadequate depart- 
mental promotion. His first step was always 
to ask the qusetion ‘Is the merchandise 
presentation right?” Once, when passing 

counter display otf sofa pillows, he picked 
up several of them, threw them back casually, 
then remarked “The man who could find 
the answer as to why merchandise — sells 
when presented one way and why it doesn't 
when displayed another would have his for- 


tune made.” Needless ti Say, his next check 


was on the sales 

(1.) Retail 
motion, C. M 
Chap. 1, p. 2, 


(2.) Retail 
| 


personal presentation 


\dvertising and = Sales 
Kdwards and W. H. Howard, 
Hall, Rev. Ed. 1943 
\dvertising Course, L. Harries, 
lap. 1, p. 48 NRGDA, 1944 
Marketing, October 
Marketing Associa 


Prentice 
) 

ection 2, ( 

(3.) The Journal of 


1948, p. 211, American 


Perms, J. W. Win 
1931. 
and Sales Pro 


dwards and \\ H 


(4 Manual of Retail 
rate, p. 71, Hall, 
(5.) Retail Advertising 
motion, 4 M I 
Chap. 1, p. 13, Hall, 
(6.) A Plea tor Teamwork, 


DISPLAY WORLD, p. 66, 


DISPLAY WORLD Moving 
To New Location 
\iter August 1 


Prentice 


Howard, 
Rev. Ed., 1943 
Vernon H 
1946 


Prentice 


June 


Jones, 


DISPLAY WORLD will 


be in its new home at 407 East Eighth 
street, Cincinnati 1. A large two-story build 
ing was purchased at that address several 


undergoing 
operations. A detailed 
will 


months ago and has since been 


remodeling storv on 


the new location appear latet 


Court On Another Trip; 
This Time It's France 
Lee Court, 


Wim. 


who has 


displa directo TO! 


Filene’s Sons Company, Boston, 


been in Berumda, Ireland and Hawaii dur- 


ing recent months in preparing for special 


store promotions, lett July 7 by air for 


France He will spend some time abroad, 
arranging for special display materials to 
be used in connection with the store’s 


autumn promotions 





MANY STORES are preparing for the days 
ahead by with CURVO WALL- 
BOARD. Curvo is ideal for permanent or semi- 


remodeling 


permanent installations in the windows and 
throughout the store interior. Available in three 
8-ft. high. 


Curvo possibilities now —write today for free 


basic curved shapes, Investigate 


catalog and sample. 





GREGGORY, Inc. 


2929 S. WABASH AVE. 
CHICAGO 16, ILL. 











PAPIER MACHE 


HIGH RELIEF 


29" HIGH 
22" WIDE 
6" DEEP 





NATURAL FINISH — GLAZED TO GIVE 
HIGH LUSTER — METALLIC GOLD CAP 


ART-GRAFT DISPLAYS 


105 PRINCESS KINGSTON, ONT. 
CANADA 
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POPP: HERNARD 
offers 

I] 

different 
styles g sizes 
of 
3-dimensional 
molded 
display 
letters 


Write for Catalog 


Free display panel 
for those in the trade. 


HERNARD 


INC. 
Vernon, N.Y. 








MANUFACTURING CO., 


23 West Second St, Mt. 








And Now.. Introducing 
LIGHTED MOTION! 


The NEW Model “712” 


oto-Sho 


ELECTRIC TURNTABLES 


HE FAMOUS ROTO-SHO 

Electric Turntable is now 
available with a two-way, 
built-in receptacle to per- 
mit novel, self-contained 
lighting effects ... as 
well as operation of elec- 
tric appliances of all kinds 
while the table revolves 
three times a minute. 

There’s nothing like 
"712" to revolutionize your 
window trim .. . because 
motion plus unusual lighting is the key to 
successful displays! Sturdy, all steel, it 
carrys up to 200 Ibs. Diameter of turn- 
table 18”, 





A.C. only. 





Lights 
turn 
with 

table! 





Many display jobbers stock it! 
Write NOW for full information about 
“712 and our COMPLETE line of 
ROTO-PRODUCTS. 


GENERAL DIE & STAMPING COMPANY 
Dept. O. 262 Mott St., New York 12, N. Y. 
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JULY, 1924 

Hicks, Jr., was appointed “super 
the William 
Company, Boston. He re 
Rossiter, who had resigned a 
Hicks had been with the 
research department 
W. Thomas & Co., 
Hinks became display 
Donaldson Company, of 
city. Ee EK. Thieme, 
after 30 with Donald 
was president of the Minne 


Tt. Mes 


intendent of display” for 


Filene’s Sons 
placed Owen 
short time 
planning 
with John 
Minneapolis, W. H. 


for LS 


be fore. 
and 


store's 


Formerly 


Manager 

the same succeeded C. 

retired 
Thieme 


who vears 


son's: 


apolis Association of Display Men = and 
Thomas was the organization’s vice-presi 
dent 

B. J. Millward, display manager for 


Noyes Brothers & Cutler and former presi 


dent of the International Association ot 


Display Men, was principal speaker at a 
display clinic held in connection with Twin 
City Market Week, St. Paul and Minnc 
apolis. 

Fifty members of the Los Angeles Dis 
play Men’s Club met at the Bull Pen inn 
H. C. Pettit, president of the group, gave an 
account of his visit to the TADM = conven 
tion in Buffalo the preceding month 
Harold Nichols, display manager of Black 
stone’s, Was appointed treasurer of the club 
to replace Kent ©. Lee, display manage 
for Mullen & Bluett Clothing Company, 


who had died ot pneumonia contracted on a 
trip a short time before. 


\. Sims, 


hunting 


George formerly display manager 


WL, 


for Miller, Rhoads & Swarts, Norfolk, ; a., 
took a similar position with L. J. Federman 
Company, Akron, Ohio. 


W. L. Stensgaard resigned as display 
manager of Stiefel Brothers Company, 
Salina, Kans., to accept a similar position 
with C. W. Klemm, Inc., Bloomington, II! 


who had 
for the 


He replaced Ellsworth H. Bates, 
resigned in order to head display 
Roland Company, Bloomington 
Succeeding Stensgaard in the Stiefel Bro- 
thers position was W. F. Helfrich, formerl; 
with The Hunt Company, Tulsa. 

Stephen F. Cheheyl, president of the Buck- 
eye Fixture Company, Cleveland, died of a 
heart attack. 

The Queen City Display Club was formed 


also of 


in Cincinnati, with the following officers 
president, George H. Tatnall, Shillito’s ; vice- 
president, Max Safir, Smith-Kasson Com- 


pany; secretary, N. K. McFee, Mabley & 
Carew; treasurer, Howard Williams, Mce- 
Alpin’s : 
JULY, 1939 
Announcement was made that the forme: 
Palmenberg showroom in New York City 


would be operated as a direct factory brane} 
of American Fixture & Mfg. Company, St 


Louis. Rudy C. Quensell, with Palmen- 
berg’s for more than a quarter century 
was named to handle department store 


and specialty shop sales; Paul C. Guth took 
over syndicate sales, and chain store sales 
Herbert 
display and other retail execu- 


were assigned to Rosenblum. 


Some 225 


tives attended a display clinic held in Los 
Angeles under the sponsorship of the South 
ern California Display Club. Aubrey | 


Maley, The Broadway-Hollywood, was presi 
dent of the group. 

Bliss Display Corporation, New York 
City, added to its sales staff the following 





—This is a display for Lentheric's ‘Dark Brilliance", done by Alex Stogsdill, Block & Kuhl Com- 
pany, Decatur, Ill., and winner of first prize in a contest conducted by Lentheric among Block 
& Kuhl stores— 
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WULY 1949 

Ken |Juncan, formerly display manager for 
The Boston Store, Milwaukee, and J. C. 
Nichols, formerly in charge of display for 
John Wanamaker, Philadelphia. 


|. 8. Work resigned as display manager 
Ss. A. Barker Company, Springfield, III. 
Syl Rieser resigned as the 
itional Association of Display Men. 
Weiss joined Frank & Seder, Phila- 
jelphia, as display 
Lou A. Phifer. 
Virgil Andrews left Hasting’s, San Fran- 
isco, to join Mullen & Bluett, Los Angeles. 


secretary of 


manager; he replaced 


ARCHITECT AND STORE DESIGN 
[Continued from page 71] 


reased recognition and professional prestige 


ire additional rewards for his_ abilities. 
Store architects have made many contribu- 
ions to modern retailing. These contribu- 


ions not only include increased patronage and 


coher unit sales, but more efficient opera- 
ion with lower cost per sales transaction. 

Now, what does the architect do? He com 
iles all needed information about each new 
issignment. He surveys the merchandise 
setup, as well as the physical conditions of 


He discusses all details of the 
with 
1 mind the future developments, as well as 


the building. 


Xpansion program the owner, keeping 


mediate requirements. He stresses the 
fact that in any modernization program there 
demarcation the 
t and interior. The entire must b: 
an unit 

requirements are analyzed, 


line of between store 


store 
esigned as integrated 


all 


budget 1s 


\\ he Nn 
val le 


iverage merchant has on 


the 
determied. Since the 
ly a vague conception 
f building costs, he should have the services 
f a competent architect to advise him of the 
SSID IE 


costs of the improvement before any 


ling contracts are awarded. 
Only when the architect thoroughly unde: 
he the 


several 


stands his chent’s needs does begin 


relin nary sketches. These include 


visual drawings, as well as the floor plans and 


levations. These sketches enable the retailer 
visualize the architect’s thoughts. The 
uals also can be used for publicity pur- 


ses, and quite often to induce the landlord 


ce a financial contribution to building 


mprovements. 


\fter the sketches are approved by the 
merchant, thorough plans and_ specifications 
ire prepared. The plans indicate what goes 
vhere, and the specifications describe how 


each part fits together. As part of his services, 


the architect engages other professionals, 
such as structural, electrical and mechanical 
ngincers, for their specialized skills. 


Only by means of complete plans and speci- 


ations can the contractor understand exactly 


What 


eis to do. Because the architect sends 
ims and specifications to several firms, 
mtractor knows that he 
thers, and therefore “sharpens his pen- 
get the job. Often, the 
In securing competitive estimates are 

aI r than the achitect's fees. 

r all 


. the architect helps the owner to select 


is competing 


savings at- 


estimates are received and an 


ntractor. The architect, alone, or in 
ation with the owner’s’ attroney, pre- 
the written contract. The plans and 


ations are included as they are definite 
tf the contract documents. 


DISPLAY WORLD 


The architect checks all details, 
or rejects all materials, and is the general 
overseer of the entire project. As 


administrator of the job, he issues certificates 


approves 
financial 


of payments. These usually leave a sufficient 
balance for months to make certain 
that the contractor has paid for all labor and 
materials. 

To better the 
tion in modern store planning, we 


several 


func- 
only 


understand architect's 
need 1 
to compare the final results of several archi- 
those that 
completed without the benefit of a store spe- 
that 
architects proved to be more economical and 


tect-designed stores with were 


cialist. Those stores were designed by 
considerably more functional in arrangement, 
and attracting a 
amount of This 
veloped increased traffic, and consequently in- 
and profits the last 
is the only investing 1n 


much more successful In 


greater attention. has. de- 


creased sales which, in 


analysis, reason for 
store modernization, 

Now that 
architect does, let us he approaches 
front problem. The first 
to determine what makes the particular store 
tick. What is different about this 
What type of desgn will best reflect the store’s 
Believe it or 


we have discussed what the 


see how 


a new store step 1s 


store? 


does 
personality. It is up of the 
owner, clerks the clientele. 
The architect wishes to make certain that the 


custom design he is about to create will best 


personality ? not, a store 


have a made 


his and store’s 


fit in with that personality. 
When the 


the 
sketches, he draws several possible arrange- 


archtect prepares roug! 
he de 
the 
vestibule, the 


the placement 


In these preliminary sketches, 
the 
elements, 


ments, 
proportions « if 
as the 


and 
such 
the 


velops shapes 


various 
signs and 


show windows, 


of the doorway. When he is satisfied with 
the general outline, he begins to think in 
Costs being of “Cost Evaluation”. He knows 
terms of materials, color schemes and costs 
how to cut corners in order to come within 
the owner’s budget. More and more, mer- 
chants now realize that they are making a 
sound investment in employing an architect. 


Not only is the retailer assured of a better 
design, but also one that will require a mini- 
mum of maintenance. 


Attempts to circumvent the of a 


do 


a form of false economy 


services 


not result in saving, 


store spe calist 
but, rather, 


any 
a&re 


Uses Miniature Rooms 
For Modernization Exhibit 


Pertectly detailed minature rooms aroused 


considerable interest for the exhibit of the 
United States Plywood Corporation at. the 
Store Modernization Show, held in New 
York City recently. The three rooms, each 


measuring 2 by 2 by 2 feet, were completely 
fitted and showed a modern laundry kitchen, 
room, playroom. 
They were constructed to demonstrate home 
and commercial uses for “Micarta”’, a high- 
laminate manufactured by West- 
Electric and distributed by the 
manufacturer 


a living and a basement 


pressure 

inghouse 

plywood 
\lso 


troduced 


the 


cr ylors ror 


on display were recently in- 


“Kalistron”, 
covering 


decorator 
wall and _ furniture ma- 
terial, which in five cases exactly match a 
“Micarta” 
monize 


a vinyl 


and in others har- 


them. 


shade 
with 


seven 





sige ; , 98 


CITY 
u 


95 





BOICE-CRANE Heavy Duty 
24" x 5" JIG SAW 


<A Fast, clean, accurate, vibration- 

less contour and straight cutting, 
\ inserted blade work and heavy 
jig sawing. 50% longer blade 
stroke cuts thicker stock 
faster. Only 24” jig saw 
that cuts materials up to 
5” thick, and the only 
one capable of using any 
blades 5” to 9%  lIong. 


4 Produces letters easily, 
| quickly in 








any size trom 
3” out of %4” stock, to 
12” from 3” stock. Blades 
turned 90 for 
ripping long stock. Over- 
size 20” x 20” highly peol- 
ished, cast iron work table 
Two-way tilt to 45 
High quality construction 
throughout. 


BOICE-CRANE COMPANY 


896 CENTRAL AVE + TOLEDO 6,OHIO 


may be 


| 
Please send free literature on Boice-Crane | 

(] Jig Saws [_] Band Saws | 
NAME 5 7 | 
STREET | 
STATE 





W, 













cuY 
WINDOW DISPLAY 
AT HOME 


Easy Home Study course showing 
how to do every phase of window 
display work. Merchants, display 
men, women and beginners will 
find this course the finest of its 
kind. School founded in 1905. 
Employers: Free to you — 
Names of our Graduates. 


Write for literature. 


THE KOESTER SCHOOL 


1328 Kimball Bldg., Chicago 4, III. 








Novelty Display Fabrics 


Tinsels — Satins 
Diamond Dust — Jewel Cloths 
Giant Jewel 


Visit our new showrooms 


Associated Fabrics Co. 


10 East 39th Street, at Fifth Ave. 
New York City 














DISPLAY FIXTURE BROCHURE 


THE NATION’S “QUALITY LINE” FOR DISCRIMIN- 
ATING STORES, MADE BY THE WEST’S LARGEST 
MANUFACTURERS OF WINDOW AND INTERIOR 
DISPLAY FIXTURES. 

MAY WE SEND YOU A COPY? 


GRANT & SONS, INC. 
921 South Los Angeles Street, Los Angeles, Calif. 
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DISPLAY SENSATION SWEEPS THE NATION! 





FOLDS BACK TOGETHER INDIVIDUAL CARTON 





PLASTI COIL 


Eight lustrous satin finish colors; Buttercup $ 25 


EACH 


Yellow, Peach Blush, Seaside Aqua, Snewflake 
White, Holiday Red, Kilarney Green, Electric 
Blue ond Ebony Block. Samples on request 


DUPLEX * 916 ARCH ST.* PHILA. (7), PA. 


EC TITERS 


FOR ALL PURPOSES 
TRAFFIC SIGNS for Busy Stores 





WOOD 





MENS SUITS AN 
D 
OUTERCOATS 


DICKTOWNE 
BOYS SHOP 


LADIES SHOPPE 
WILL CALL 


STAIRWAY # 





Name Plates — Custom Designed 


Disptay Crart 


963 LAKE DRIVE S.E. GRAND RAPIOS 6 MICH. 
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Column 
L. 

We have used your magazine for a num 
ber of vears as a combination guide and 
catalogue in our display work, and it 1s the 
one trade magazine we would not be with 
out 

We have always been a small shop, and 
we believe that many ways the small 
shops are much more of a problem in dis 
play and trim than larger stores. We are 


ow contemplating an expansion program 


will involve a complete change ot 


and windows \nd since there are no 


available here for suggestions and 


rece 
sources 


new ideas, we are hoping you can help us. 


We have the interior of the new store 
pretty well worked out, but the front is 
something else again. We think we would 
like a “see-through”, o1 backless, sinele 
window, with a solid glass door at one side 

Below is a rough sketch of the new 
dimensions of the store. Will vou please 
let us have any ideas you might have: 
Walter Menges, Orlando, Fla 

Since IT am now. definitely back in_ the 
actual display field, I want to apply tor a 
subscription to DISPLAY WORLD. Will 


Ou please send mec all Ot the copies you 
may have available tor 1949 and_ bill me 
accordingly 7 I really feel the need for the 


information contained in vour~ excellent 








JULY, 1949 


publication. Please rush.—Carl V. Haecker 


merchandise display manager, Radio Cor- 
poration of America, Camden, N. J. 

The May issue of DISPLAY WORL] 
announced the Earle Sinclair Compan 


our Southern California representative. 


Is an error on our part. It should b 
Northern California and Western Nevada 
We would appreciate a correction on. th 
above in the June issue. Thanks.—Bert J 


Yunlap, The Dunlap Studios, Aurora, III 


\s display manager for Rae-Son Ltd. 


have been regular subscribers to your pul 
lication DISPLAY WORLD for severa 


suggestion 


Dow, Ie ae 


vears, I find many helpful 
James S. P 


Vancouver, Bb. ( 


your magazine. 
Son Ltd. 
have ré 


Please whether 


ceived our company’s check for my subscrip 


advise me you 


have beer 


tion to DISPLAY WORLD. I 
getting your magazine tor the past 25 year 
and don’t want to miss any issues.—Walter 
P. Gould, Guinan’s Department Stores 
Mahanoy City, Pa. 

Your magazine is a “must” for , better 
merchandise presentation Please accept the 


enclosed check for a one-vear subscriptior 


forwarded to home. Leon ( 


The Hecht Company, Washingtot 


to be m\ 


Bonitac e 


Would you please accept my applicatior 
for a subscription to DISPLAY WORLD 
[ have had occasion to use it for reference 
and find that no decorator should be with 


out it.—G. Franklin Dill, Chatham, Mass 





—A constant stream of bubbles, provided by a bubble machine, rose from the water flowing 


over a rock formation in this display by Russell Kehrt, Jenny's, Inc., Cincinnati. 


flowers — pansies, petunias, African violets — were planted around the rock. 


Natural 
The background 


was painted in pastel crayon, and woodland sprites in various spots in the foliage carried small 


bubble pipes. 


The window was bathed in green and blue lighting, while green ‘Magic Mos 


softened the display to give it an airy look— 
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a 


photo- 
medi- 
you 


three 
“lesni 
asking 


liberty of sending 
windows 


Sosna” 


ake 
s of on 
1 francovku and 
ublishing them kindly in expert 
al. In that should take an 
st in shop windows of other branches 


shop 


your 
Case vou 
ready to send you the respective photo- 
I should like to ask you for send- 
our critique on standard shop 
I mind the aspects of attraction, 
am 


these 
WS. 


division, and placing of goods. I 


much obliged for your extraordinary 
aisancy. Many thanks if I get your 
precisions answer in good time.—Ladislav 


lalamek, Brno, Czechoslovakia. 


Please repeat our advertisement in_ the 
issue of DISPLAY WORLD . Our 
ompliments to your engraver and printer 
e excellence of their work. We were 


ighly pleased with the appearance of the 


We have decided to make a contract 


vith vou tor 12 consecutive insertions, start- 


g immediately.—Alan Sclawy, Direct Sales 


mpany, Brooklyn. 


[ want to thank you for the information 
ceived trom DISPLAY WORLD  con- 
erning mannequin cleaner. I was amazed 


t such a quick reply. Personally, I think 


ISPLAY WORLD is the greatest of all 

trade ~magazines.—Alan Freedman, Jonas 
pes, Akron. 

In the article on page 111 of your June 

sue (referring to the lightweight manne- 
introduced by Greneker) it is stated 


Profita. Actuallty, 


it the formula was developed by Anthony 
this was developed by 


and his wife, Elsie Profita. 


DISPLAY WORLD 


The article also states that Mrs. Profita 
stvled the figures. This. I believe, could 
be inferred to mean that Mrs. Profita styled 
all our figures. Mrs. Profita is one of 
several people who have styled our lines 
for this month's showing. I would there- 
tore deeply appreciate your publishing a 
correction of the aforementioned since the 
statements do not accurately reflect the 
facts.—Edgar Rosenthal, The Greneker Cor- 


poration, New York City 


Point Of Purchase 


Names Committees 

The appointment of several committees by 
Point of Purchase Advertising Institute, 
New York City, known. 
Subjects included cover publicity, speakers 
membership, 


has been made 


and advertising, research, 
finance, advertising agency relationship, one 
for an outing to be held in September, and 
another to handle details of the annual 
symposium and exhibit, to be held next 
spring; the symposium ot 1949 drew several 
thousands of persons interested in national 
advertiser display. 

Committees named with John 
Palmer, Palmer New York 
City, who is president of Point of Purchase, 


will work 


Associates ot 


and with the association’s executive com- 
mittee. 
Heading the 1950 symposium committee 


as general chairman is Walter J. Ash, Con- 
solidated Lithograph Company; included in 
the group King Gould, the Institute’s 
executive chairman; John Palmer, program 
Fenster, I. Fenster & 
made known 


are 


chairman, and Harry 
Sons. Subcommittees are to be 


in the near future. 
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research committee is 
Kindred, Kindred 
MacLean Company. It will inaugurate re 
search for different product fields on “(1) 
the different problems confronting adver 
tisers and ourselves; (2) what types of dis- 
plays get the best results; to make 
displays more effective in selling; (4) what 
kind of displays dealers and chain organi- 
will their stores.” 
Oberly & Newell, heads 
spe akers 


The important 


headed by George 


(3) how 


zations want and use 1n 


EK. K. Whitmore, 
the publicity, advertising, 
committee. 


and 


The membership committee of the organi- 
zation expects to expand the membership to 
a total of 125 firms, as compared to 85 at 


present. (The Institute had only 42 members 
a year ago.) Included will be makers ot 
paper, board, presses, machinery, foil and 
ink; varnishers and gluers, and makers ot 
plastic and motion units. Three men head 
this committee as co-chairmen; they are 
Harry Fenster, I. Fenster & Sons, Jack 


Gafford, Advertising Age, and Lester Scott, 
U.S. Printing & Lithographing Corporation. 
Chairmen are to be appointed to serve the 
regions of Philadelphia, Boston, Cleveland, 
Chicago, and the West coast. 
William Zindel, Continental 
Corporation, has been appointed chairman of 
relations committee; 


Lithograph 


the advertising agency 


the remainder of this committee will be 
selected from volunteers. 
E. K. Whitmore, Oberly & Newell, is 


planning an 
while Al 


heads 


in charge of the committee 
Institute outing in September, 
Rode, Jr., the Institute’s 
the finance committee. 


treasurer, 





Oppo 


rtunity Exchange 





Position Wanted 


\n artist who has won na 
ional recognition, had much 
experience as artist for interi- 
or and window display as well 
as general department store 
display desires position as 
irtist for large department 


store. Prefer Middle Wset. 


Address Box WE7 


Care of DISPLAY WORLD 


+ 


from 


Unlimited opportunity 
volume 
essential 


the 


WANTED 


Salesmen With Strong Contacts Among 


Display Jobbers 


for live-wire 
attractive 


Pick 


sales, top commissions with 
to correct display 


48 states. 


Address BOX 7ND 


DISPLAY WORLD 


ot shoes your 


Care of 


salesmen to make quick 
new 
territory 


SALESMEN 


Sell our exclusive non - com- 
petitive line of Velvet Display 
Pads and Fixtures to the Jew- 
elry Stores. Write full particu- 
lars, territory you cover, line 
carried and references. 


item . nme cor 
Commission 25%. 


Sobel’s Displays and 
Novelties 


3251 Bailey Avenue 
San Gabriel, Calif. 











— 


SALESMAN— 
Motion-Display Units 


0 represent manufacturer of 
MOTION DISPLAY Units 
hich operate Motion Window 

Counter Displays. Man 


contacts department and 
r stores preterred. Com 
ion basis. Territory now 


The American Display 
Co. 


108 E. Second Street 
Dayton 2, Ohio 








50—No. 500 Century Lights. 
List price $18.70—$12.00 each. 
more, $10 each. 

50—No. 500 Century Light Filters, blue, green, 
yellow and amber, $1.00 each, Pink, 


FOR.SALE 


HENRY’S, INC. 


WICHITA, KANSAS 


Practically New— 
| dozen or 


$1.50. 


OPPORTUNITY 
EXCHANGE 
Continued on 


Pages 98, 99 
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Opportunity Exch 


DISPLAY WORLD 


JULY, 1949 


ange 





FOR SALE 
XMAS WINDOW 
DISPLAY 


WIRE ROLLER COASTER— 
omplete with cars and 12 mo 
tors. Can be used as single 
unit in four large windows ot 
in four sections for window 
and interior. Orig. cost, $1,500 
Priced at $575.00 
MECHANICAL MONKEY 
CAGE—made by Adler-Jones 
\n attractive Xmas display. 
Cost new last vear $750.00. 
Priced at $275.00 
Information and photos 
Juest 


OR. tc 


ZION DEPARTMENT 
STORE 


Zion, Illinois 


WANTED AT ONCE! 
RESIDENT SALESMEN 


To represent one ol America’s most complete lines of 

nationally advertised fixtures, fabrics, flower pieces, 

mannequins and accessories. 
Exclusive Territories! Top Earnings! 


No Investment!!! 


Address BOX 7DB 


Care of DISPLAY WORLD 


CLOSE-OUTS WANTED 
Fabrics, Papers, Flowers, 
Fixtures, Novelties, ete. 
New or Used 
Must be priced right. 
Address BOX 7MD 
Care of DISPLAY WORLD 




















Position Wanted—Display man, 34 
1, desires ] 


il osition in men’s 
women’s clothing store with of 
rtunity tor creative ability. Has 
everal accounts, but pret isso 
10on With single business concern 
Fourteen y t experience creating 


attractive sales producing windows 
Will send photos. Address Box 7DF, 
care of DISPLAY WORLD. 


FOR SALE 


2—7’ (full round) White Frosted Sleigh Horses, 
Copper Trim, Cost $195.00 each, Sell $95.00 
each. 

6—5’ (34 round) White Frosted Sleigh Horses, 
Copper Trim, Cost $95.00 each, Sell $50.00 


each. 


HENRY’S, INC. 


WICHITA, KANSAS 


IF 


You have had display selling 
experience and can handle our 
line well in your territory we 
have an excellent money-mak- 
ing proposition for you. New 
York House. Top diversified 
line, easy to sell. 

Please write fully. 
dences respected. 


Address Box 75A 


Care of DISPLAY WORLD 


All. confi- 














LEO. B. PENCE—Window Display 
Consultant. Specializing in Men's 
Wear windows this service in 
cludes custom built set pieces and 
backgrounds. Call or write me at— 
MARX CLOTHING CO. 
Muncie, Indiana 








WANTED 


Window Trimmer and 


Writer for 


Card 


exclusive men’s 


store. All Top nationally ad 
vertised Lines — represented. 
Write, giving experience, ref 


crences, age, and salary ex 
pected Would like to see 
photos of previous work 


Edwards Young Men’s 
Shop 


Goldsboro, N. C. 








Salesmen Calling on Display Buy- 


ers, desiring rd tiona tems ka 


MARX BROTHERS 
70 West Alexandrine 
Detroit, Michigan 


TRAINED DISPLAYMEN AVAILABLE 


The NATIONAL DISPLAY INSTITUTE announces the 
Well qualified 


men and women, trained in ALL aspects of Display, will be 


graduation of another class in June, 1949. 


available for employment. Graduates are qualified to accept 
positions as trimmers of footwear, men’s wear, children’s 
wear, women’s specialty shops, drug and any other merchan- 


dise windows. 


Write or call PLACEMENT DEPARTMENT 


NATIONAL DISPLAY INSTITUTE 


“Nation’s Center for Display Education” 


617 Chestnut Street Philadelphia 6, Pa. 


ATTENTION 


Jobbers and Salesmen 
HOTTEST PRICED 
Christmas and Every-Day 
Sales Promotion Items 
on the market. 

Our Catalog will convince you 
Write today to 


REDI-SALES AIDS 


223 West Second Street 
Los Angeles, Calif. 




















WINDOW TRIMMER 
WANTED 


Have opening for Window 
Primmer who can also help on 
floor selling men’s Western 
and Sportsweat This 1s a 
crmanent connection with the 


t store 1 West 


WESTERN RANCHMAN 
OUTFITTERS 


Cheyenne, Wyoming 














SALESMEN ... AT ONCE! 


Exclusive Line . . . Protected Territories 


One of the most progressive manutacturers of seasonal display 

units and novelties seeks several salesmen with following to 

carry sensational Christmas line just completed. 

Only Salesmen with experience, high sales records, 
od appearance and stability need apply. 


ences ind CXpcrichnce 


initiative, 
Send comple © Feri 


Address BOX JS1 


Care of DISPLAY WORLD 


Window Display and 
Advertising Man 


Urgently in need of man, alert, 
capable, original. Must have 
good experience and_ record. 
No bluffers. Firm established 
57 years. Popular priced store. 
Full particulars and references 
in first letter. Permanent work 
with dependable firm. State 
salary. 

Executive position open if you 
know merchandise. 


Address Box ASC 500 


Care of DISPLAY WORLD 

















Home Study—Lessons In Window 
Display—Newly revised and en- 
larged. A practical, low-prieed 
course covering all phases of the 
subject. Over 500 pages with 1000 
detail drawings to show you “how.” 
Of walue to the experienced trim- 
mer of beginner. Write for circulars. 
W. H. Bates, Box D, Ellsworth, ll 
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WANTED 
SALESMAN 


\n outstanding New York 
lecorative Display Firm es- 
iblished over 53 years desires 
representative for the Mid- 
est. Wonderful opportunity 
send complete information. 


Address Box 7PD 


Care of DISPLAY WORLD 


WANTED—DISPLAY DIRECTOR 


Kor a Chicago Retail Candy Chain. We want a different and 
attention-getting approach for candy windows and are prin- 
cipally concerned in obtaining services of a person that can 
develop and have executed their practical and creative 
window plans. 

Our personnel 
your complete 


Position can be either full or part time. 
knows of this ad. Please write giving 
qualifications. 

Address BOX 7AP 


Care of DISPLAY WORLD 


ART DIRECTOR 


Available after September ist 
15 years experience in. all 
phases of utility and exhibition 
work. Would prefer a_ utility 
or private manufacturer re- 
quiring the services of a dis- 
play manager. Minimum salary 
$6,500. Photographs and refer- 
ences upon request. 


Address Box 7PG 


Care of DISPLAY WORLD 














POSITION WANTED—FExperienced 


isplay and advertising woman de 
res permanent position in quality 
ore. Creative displays, eye-catch 


ig ads and successful promotions 
\rt background. 
Address Box 7BJ 
Care of DISPLAY WORLD 








FOR SALE 


WALT DISNEY 
MECHANICAL UNIT 
FOR XMAS 
MICKEY MOUSE, 
DONALD DUCK, 
and a LULU BELLE and 
BONGO UNIT 
in excellent working con 
dition. Photo submitted on 

request. 
COST . . . $900 
WILL SELL FOR $350.00 


Sutton’s Fairyland 
810 Canal St. 
New Orleans 16, La. 





CRACKERJACK LINE! 


Looking tor A-1l Salesmen who would like to get in on 
the ground floor with a sensationally designed line of set 
pieces, novelties and displayers. Xmas line just completed. 
Manutactured by one of the most progressive firms in the 
field. Mid-West and Southern territories open. 


Address BOX 43H 


Care of DISPLAY WORLD 


WANTED—We are interested in 
several jobbers and agents to sell 
children’s and women’s torso forms 
(1% and 21’ 
pound. 30 per cent Commission 


high) in rubber com 


Address BOX 6MV 
Care of DISPLAY WORLD 














FOR SALE 


7 COMPLETE 1948 CHRISTMAS WINDOWS 
FOR ONLY $300.00 


Jeautifully hand painted enlarged and framed Xmas Card effect. 
Attractive winter scene on one side, other, hand painted scroll 
border with inscription, “Season’s Greetings”. 

When opened spread measures approx. 84” wide x 6%’ high — 14 
large electrically lighted candles, 14 — 24” pine wreaths. 
EXCELLENT CONDITION. VERY EFFECTIVE. Original 


cost $950.00. Photos on request. 


TEPPER BROS., INC., Asbury Park, N. J. 


CHRISTMAS SPIRIT 
FOR SALE 


Old English Flying Snow 
Window Displays 
Fireplaces (6x8’ high) with fly- 
ing snow scenes above mantle- 
pieces. Self-contained snow 
machines operate on AC. 

Photo on request. 


SET OF 8 — $500.00 


MUIR’S 


Department Store 
340 Main St., East Orange, N.J. 














1949 Summer Ledge 


Six large assorted, Blooming Cactus 
n full round Papier Mache. Authen 
coloring and in excellent con 
tion Cost $520.00 Priced at 
.00. Pictures and = further in 

rmation upon request 
l prices F. O. B., PI 


Interested write 


hoenix 


GOLDWATERS, INC. 


ATTN.: PAUL L. SAYRE 
Display Director 





PHOENIX, ARIZONA 


Productive Territories Are Now Available 


For salesmen to carry our complete line of display fixtures, 
novelties and accessories. You may write in complete con- 


fidence to 


Fren-Zee Store Equipment & Fixture Company 
23 CHURCH STREET 
NEW HAVEN, CONN. 


FOR SALE 


No. 3 Finest Grade 
COLORED TINSEL 
Red, Green, Blue, Silver, Gold 
40 Cents Pound in Drum Lots 
125 Pounds per Drum 


Bell Industries, Inc. 
1101 N. Paulina Street 
Chicago 22, Illinois 











Display Manager 


sires position with Depart 
ment Store or will take care of 
veral stores for a Specialty 
hain. Fifteen years expert- 
Ice, Can design and build 
Vn props. Preter to be located 
New England Details on 
quest 


Address Box 7LH 


DISPLAY WORLD 


ire of 
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19848 CHRISTMAS DISPLAY PIECES 
AT ONE-HALF PRICE! 


5 Full-round mache sculptured 
Pixies posed as follows: 


l tving gift box, foot on bow. 


13. Paper Sculptured Shadow 


2 Sign Painters with Billboard Boxes, Pixie on each unit mak- 


2 Tree Decorators, one with ing preparations for Christmas 
ladder 8” display shelf. 
BEAUTIFULLY EXECUTED BY WELL KNOWN 


MANUFACTURER 


If interested write WHITNEY’S, San Diego 1, Cal. 





1948 Christmas Trim 


Papier Mache, full round Yucca and 
Cactus All wired tor 


I good conditior 


Saguara 
lighting and 1 
Finished in Ke 


swrushed in copper 


Cost of 1x nits 


$750.00 Priced at $350 Pictures 
ind further information upon re 
quest. Made bv Pacific Promotions 
All prices F.O.B., Phoenix 

If interested writ 


GOLDWATERS, INC. 


ATTN.: PAUL L. SAYRE 
Display Director 
PHOENIX, ARIZCNA 














CORRESPONDENCE INSTRUC- 
TION—In Window Display. In op- 
eration for over 40 years with over 
20,000 graduates in nearly every 
country in the world. Write for 
catalog. THE KOESTER SCHOOL, 
Kimball Bldg., 25 E. Jackson Blvd., 
Chicago 4, Ill. 
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Plan and Build SIGNS... DISPLAYS 


more Easily and Economically with these 
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Douglas Fir Plywood 
STOCK SIZES* 
STOCK 


Thavietepm Lengths: 60” 72” 84” 96” 108” 120° 144° 
— Widths: 30” 36” 42” 48” (ies. 2220 eorisg 


panels can be ordered 
for special jobs. 


DASO OMY 





CHECK the variety of Douglas fir ply wood’s stock panels 





against your needs. See how these sizes can help you plan 


? 


BA 
SAVINGS 
BONDS 





SHOE SHOP 


X-RAY SHOE 
SHOE FITTING REPAIRING 





signs. display s and cut-outs more easily, more economically 





—with less cutting and less waste. Plywood helps you build 





faster, too. The large. split-proof panels are light, easy to 











work, easy to finish: they can be jigged to intricate designs, 
bent to pleasing curves—are strong, rigid. durable. Take 
advantage of this versatile material. See your lumber 


dealer! 
Fitwaa vv 
\ege 


Manufactured with completely waterproof phenolic _— This versatile, durable material is available in 


For Displays and Fixtures 


INTERIOR-TYPE 
Douglas Fir Plywood 





For Outdoor Signs 


EXTERIOR-TYPE 
Douglas Fir Plywood 








resin adhesive, especially for permanent exposure several appearance grades ideally suited for 
to weather and water. Exterior-type Douglas fir interior display work. For such applications, 
plywood will help you build striking, long-lasting PLYPANEL will be most useful. PlyPanel grade 
outdoor signs. Several appearance gradesareavail- of Interior-type plywood has one face suitable 
able. For most sign applications, PLYSHIELD will be for finishing. Most popular thicknesses are from 
most versatile—the grade with one face suitable for 4%” to %”. Several stock widths and lengths. 
finishing. Other grades of Exterior are available Other grades are available for uses where both 
for uses where both faces are to be finished. faces of the panel are to be finished. 


For more information, write the Doug- 


Douglas Fir las Fir Plywood Association office 


nearest you: Tacoma Bidg., Tacoma 
2, Wash.; 848 Daily News Blidg., 
Chicago 6; 1232 Shoreham Bidg., 


Pp q Y War oO oO D Washington 5, D. C.; The 500 Fifth 
Avenue Bidg., New York City 18 


Large, Light, Strong, Real Wood Panels 

















Ht Isn’t What They Do... 








It’s The Way They Do It 
r ...and the “Spritely Kids” are famous for the way they wear and sell ° 


apparel. Their ability to give display action, that sells, to any seasonal 

or year “round display makes them the most popular children’s series in 

America. Here are four of a series of twenty-nine mannequins from tots- 

to-teens. Left to right M8I2BM...$72.60, M812GW.... $97.50. M800G W 
. $88.20, foreground M800BM .. . $06.30. 


4 / L, L. A. DARLING COMPANY, BRONSON, MICHIGAN 
LAF ow i a a ays NEW YORK CHICAGO LOS ANGELES 
/, / i, 


everything in display equipment. 


|B iseavces Your one dependable source for For complete information send for your copy of the new 
“Spritely Kid” Mannequin Booklet . . . Just off the press. 
CORSETS P 
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